emt > 


ADVERTISER'S WEEKLY ie WINTER LIGHTING HOPES 
YORKSHIRE MARKET SURVEY 


Advertiser's 


Weekly 


THE ORGAN OF BRITIS®E ADVERTISING 


a 


Enterprise! The Duke of Windsor’s romantic story—told in pictures—has 
captured the enthusiastic interest of millions throughout the country. 
ILLUSTRATED is keeping in step with the public demand for live, 
up-to-the-minute picture-stories—providing outstanding value for 
readers and advertisers. Keep in the picture with ILLUSTRATED. 


MEMBER A.B.C. 


ODHAMS PRESS LTD., 96-98, LONG ACRE, LONDON, W.C.2. ALL-ROUND VALUE AND A SQUARE RANTEB FOR A unt = 
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ADVERTISER'S WEEKLY 


TO THE 


LETTERS 


EDITOR 


‘No Fancy Dans 
Need Apply’ 


iR,—I1 am always fascinated. 
in a rather horrified way, by the 
language used in “Appointments 
Vacant” columns. The fact that 
the words selected are often 
esoteric—"No Fancy Dans need 
apply”—and the approach brash, 
is not perhaps remarkable. But 
the use of faulty grammar, con- 
fused thought and inadequate 
planning is surely unforgivable 
in organisations which presum- 
ably pride themselves on the daily 
avoidance of such errors. 

One such advertisement con- 
tained a paragraph headed 
“Qualifications,” and included in 
this details of how to apply. at 
omitted definite and indefinite 
articles without any necessity 
other than that of saving a few 
pence, and it contained the fol- 
lowing remarkable sentence, if 
one can call a group of words, 
commencing with a capital letter, 
and ending with a full stop, a sen- 
tence: “A mentality to whom it 
is second nature ti be orderly 
ind systematic, to keep strict 
track of schedules and record 
detailed and intricate copy—in 
other words ‘Precision men’.” 

| have never seen a singular 
neuter subject first personalised, 
ind then pluralised with such in- 
elegant i 

ERNARD DENVIR 
Court Ledien 
Bethersden, Kent. 


Recorded Voices 
In Research 


Sin,—Mr. Saunders’s letter 
(October 4) raises a number of 
nieresting points, and I would 
like to comment, 

Three research firms in this 
country are using recording 

‘chines at the present time. 
there is no economic advantage 


in using them. There is nothing 
quicker and cheaper than an 
interviewer working on a form. 

There are advantages in using 
a recording machine but these lie 
almost entirely in one of two 
directions. Firstly, they are a 
very useful means of getting all 
shades of opinions and answers 
when a subject is being explored 
—the pilot stage. Secondly, the 
playing back of an actual inter- 
view to a Client gives him a very 
vivid and clear idea of how a field 
survey works and how the public 
react. 

Someone may protest that a 
machine records all] the inflexions 
of voice and all the hesitancies in 
answering and it is a pity that 
this valuable material escapes the 
questionnaire. I have to ask how 
it can be turned into statistical 
data? And in case I am thought 
to be completely insensitive to the 
finer nuances may I say that my 
solution for handling it is to dis- 
cover its existence but at the pilot 
Stage. If it seems to be important. 
questions can be added to bring 
out the hesitancies, for instance, 
in a form that can be measured. 

| HENRY DURANT. 
British Institute of 
Public Opinion 


Film Publicity 

Sir,—It would be interesting to 
hear the experts’ views on the 
significance of the recent cam- 
paign conducted by Korda Pro- 
ductions on behalf of Miss 
Sharman Douglas. 

Are sweeping changes in film 
publicity methods foreshadowed 
by this campaign? 


GORDON SMITH, 
13 Alexandra Mansions 
King’s Road, S.W.3. 


Current 


Sirn,—Mr. Lipman (September 

27) says he has searched in vain 
for an AC/DC radiogram with 
auto-changer. 

These are made by at least four 
manufacturers, and models were 
available at the recent radio exhi- 
bition. 

J. D. DALI-GREEN, 
British Radio Equipment 
Manufacturers Association. 


A double page centre spread in 
full colour Sensasteating how 
easily colour harmony can _ be 
achieved in the home, is a feature 
of Home- wv published on 
October 18. 


Lines from other ietters... 


EDUCATION 

What is the use of the Adver- 
tising Association if, as in the case 
of the proposed sponsoring of 
correspondence courses, it turns 
down useful schemes owing to 
lack of funds? If the Associa- 
tion needs more money why does 
it not ask members to give more? 
—R.A., Birmingham. 

* * * 
PRIORITY 

Of course, there is priority 
paper and printing for the politi- 
cians. While industries fighting for 
dollar market openings have to 
wait! — Randolph Gutteridge, 
Glasgow. 

* hal . 
LOSSES 

So the State railways refuse to 
accept free delivery of electric 
wall-maps because they carry ad- 


vertising. They only understand 
anything that is run at a loss.— 
T. Coad, Northolt. 


* 
POLITICS 

It is a pity the advertising 
clubs do not have more speakers 
dealing with advertising and mar- 
keting subjects, There is too much 
politics—Ruth Avon, Dorking. 

~ * *~ 
INNUENDOES 

You report a Life article criti- 
cising “the intrusion of the public 
eye into (Elizabeth’s and Philip's) 
intimacy” and “the snide innuen- 
does by the nastier British Sun- 
day newspapers, which have no 
equals in nastiness anywhere in 
the world.” What about the 
behaviour of the American Press 
at the time of the abdication?- 
W. Anderson, Enfield 
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Producer Plays 


Producer 


Frederick Griffin, founder and 
director of the Fleet Street 
Players, who has produced many 
plays, himself has the role of a 
play-producer in “On Monday 
Next,” which the Players are 
presenting at the Fortune Theatre 
on Wednesday October 31 and 
Thursday November 1. 

This comedy by Philip King is 
being produced by Alan Sneath. 

Once again their performance 
is in aid of N.A.B.S. 

Tickets may be obtained from 
Miss D. Hewlett, of Carl E. 
Bedford, Ludgate House, E.C.4 
(Central 2412/3). 

Jack Everett, of Empire News 
thanks agency friends for sup- 
porting the sale of badges giving 
entry to the Two Freds cricket 
match at Hurlingham recently. A 
cheque for £78 4s. has been sent 
to N.A.B.S. 


Talk To Teachers 
Of Commerce 


George Crosby, of Spottis- 
woode Dixon & Hunting Ltd., 
gave a talk to the Society oi 
Teachers of Commerce, entitled 
“Advertising from Within,” at the 
Cripplegate Institute on Saturday. 

Particular interest was shown 
by the audience in market re- 
search, the fixing of appropria- 
tions and the importance of a 
specific sales policy behind an 
advertising scheme. Questions 
included: Should strip-tease illus- 
trations be banned? Are agencies 
staffed by glamorous poster girls? 
and Are all new cosmetics, baby 
foods and laxatives tried out first 
on the agency personnel? 


The Building Research Congress 
will be given full editorial coverage 
in the Municipal Journal and Public 
Works Engineer during the next 
three months. 


WASS PRITCHARD & CO.LTD. 
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ADVERTISER'S WEEKLY 


RADIO TIMES 


is read by every income group 


8,109,663 .:.: 


AVERAGE WEEKLY NET SALES 
FROM 1st JANUARY TO 30th JUNE, 1951 


(Rates are still based on 7,750,000) 


The ‘RADIO TIMES’ Christmas Number will 
be published:on 2ist Dec., 1951 
IT WILL BE EXTENSIVELY STUDIED ON 
DECEMBER 2ist, 22nd, 23rd, 24th, 25th, 26th, 27th, 28th and 29th! 


Last year’s net sales of Christmas number 


8,759,155 


A SINGLE INSERTION IN THE ‘RADIO TIMES’ 
{ IS A NATIONAL CAMPAIGN FOR NINE DAYS 
| ' 

All enquiries to 
THE HEAD OF ADVERTISEMENT DEPARTMENT 


B.B.C. PUBLICATIONS, BROADCASTING HOUSE, PORTLAND PLACE, LONDON, W.1 
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“Dont forget 


youre talking 


to a womanl 


It is a fact that the reader you address through and needs, and interests of her sex. The shrewd 


MOTHER & HOME buys home and family space buyer takes the powerful ‘mother’ and 
products; she is a mother, and she has ‘home’ appeal as proven—but does not forget 
a home. But don’t let that blind you to the that MOTHER & HOME is an obvious medium 


fact that she is a woman... has all the tastes, for everything that women buy. 


1 oe 


_ PHOTOGRAVURE - I/= Monthly - Page Rate £100 


A. W. BURNETT, ADVERTISEMENT DIRECTOR, WELDONS LTD., 30-32, SOUTHAMPTON STREET. LONDON, W.C.2 
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Sign men ure hopeful 
Ministry Gives Way 
On Winter Lights 


ISCUSSIONS are in progress, as we go to Press, on restric- 
tions for shop window lighting this winter. Makers of 
electrical signs welcome an indication that the Ministry of Fuel 
and Power intends to honour its promise not to re-impose an 
all-hours ban on advertising 


using electricity. 
a Noel Baker, Minister of Answer To The 


Fuel and Power, has agreed “in 
principle” to modify his restric- Doubters 
tions on shop window lighting ; ! 
this winter, but not those on ee 
lectrical sign advertisements. . % Oss, ° 
¥ A farther’ section between the secretary of the Electrical Poster Lit By 
Minister and the National Cham- Sign Manufacturers Associa- e 
ber of Trade and other interested tion says: “The Ministry's Ultra Violet 
bodies is being held this (Thurs- announcemen, should remove 
day) morning to work out the all doubts and fears that the 
proposed modifications .in more coming winter would see 
detail another complete ban on the Ultra violet ray 

The restrictions, which came use _of electric signs. being used for the first t 
into force on Monday, apply to The fact that the Ministry railway. history to illun 
the hours 7 a.m. to 1 p.m. until have announced the restricted large poster above the 
October 19. On and after Octo- hours for the whole of the to York Station. 
ber 22 till April 4, the restricted winter until April 4, 1952, _ The poster advert 
hours will be 7 a.m. till 7 p.m. shows that they do not intend | sions to Blackpool 
The restrictions do not apply on to break the promise which cambe for the illum 
Saturdays and Sundays. they made to us not to ban is on a board 38 ft 

. ’ electric signs again.” In daylight the 

Limited Lights For Shops and colourful, 


: ‘ : - poo] and Moreca 
According to J. W. Stevenson, Unions, Standing Joint Commit- in several colou 


deputy secretary, National Cham- tee of Working Women’s Organ- escent paint. 
ber of Trade, the Minister has _ isations, Electrical Association for when the ultra 
now approved in principle a Women, National Council of are switched on 
strictly limited degree of shop Women, National Federation of there is no a 
window lighting, and also ot | Women’s Institutes. and W.V:S. light. 
cinema and hotel external light- 
ing. There would, however, it 
was understood, be no modifica- 
tion as regards pure advertising 
mh hat such si M 
is means that such signs wi : : 5 — 
not be able to operate till 7 p.m. Leicester Evening Mail. Grim 
on and after October 22. Gloucestershire Echo, Cheltenh 
Bodies which, apart from the 
National Chamber of Trade, are 
showing interest in the question 
of lighting restrictions are: Asso- 
ciation of British Chambers of 
Commerce, Cinematograph Exhi- 
bitors Association, Caterers’ Asso- 
ciation, British Hotels and 
Restaurants Association, Retail 
Distributors Association, Multiple 
Shops Federation, Parliamentary i p 
Committee of Co-operative !Advertisement Director: 
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Site Dispute Was Behind 
McLellan’s Resignation 


A dispute over alleged poster site monopolies is behind the ee 


resignation of G. L. McLellan, general manager, Borough Bill- 
posting Co., from the council of the London Poster Advertising 


Association. 
involved in the dispute. 

Mr. McLellan issued this state- 
ment on Tuesday: 

“My resignation was tendered 
to bring pressure to bear upon 
the Association to take some 
action in connection with a dis- 
ite on a question of principle 
‘Since my introduction to out- 
r advertising some many years 
have always been under 
ession that the advertiser 
pive 


It is understood that a big national advertiser is 


brought to a head by the publica- 


tion of my resignation. 

“I am pleased to say, at this 
very late date, that an understand 
ing has been reached.” 


Hoardings 
Should Stay 


A motion: “That advertising 
hoardings should be abolished 
was defeated by 80 votes to 36 
at the first debate of the season 
organised by the Merseyside Civic 
and Liverpool Philomathic Socic- 
ties. 

The Lord Mayor of Liverpoo! 
(Alderman Vere E. Cotton) pre 
sided. 

R. M. Alcock and P. Barnes 
(secretary, N.W. branch, Counci! 
for the Preservation of Rural 
England) spoke in favour of the 
motion, and H. G. Ellinge: 
(British Poster Advertising Asso- 
ciation) and David Hill, opposed 

Mr. Alcock said the abolition 
should be a natural and graduai 
diminution in a form of advertis- 
ing which offended the public 
ye. There were many other more 
menable methods of advertising 
pen to the manufacturer. 

Mr. Ellinger maintained that it 
tld be possible to encourage 
Jesign of posters which were 
etically satisfactory. Adver- 
was'>~an indispensable 
in marketing and distribu- 


unt Rothermere handed Prince Littler 
Newspaper Proprietors Association for 
s in acknowledgment of Littler’s help 
tre” at the Theatre Royal, Drury 
ned delegates to the International 


‘New Look’ Offices 
At Brighton 


The Southern Publishing Com- 
pany has moved its administrative 
headquarters, including the ad- 
vertisement department, from 130 


North Street, Brighton, where 
they had been established for 75 
years, to new offices at 50 North 
Street, depicted above. Formerly 
occupied by a grocery firm, the 
premises have been adapted and 
given an entirely “new look” 
w thout demolition of the main 
walls, 

A party of London advertising 
agency representatives visited 
Brighton on Tuesday as guests of 
the Southern Publishing Co. to 
inspect the new offices. 

They were welcomed by E. 
Infield-Willis, chairman and 
managing director, and G. Potter, 
general manager, and entertained 
to lunch at the Metropole Hote!. 

After lunch the hosts were 
thanked by W. Hibbitt J. Walter 
Thompson Co. Ltd.), J. Bottell 
(Alfred Pemberton Ltd.), and R. 
Cook (Lintas Ltd.). 


ee aes 
aS 
a 


s 


John Varley, producer of “Late 


-, general manager, Theatre Royal, 
: Prince Littler; Roy Clark, chair- 
immediate past chairman, N.P.A. 


Alton, secretary, N.P.A. John 


» A. advertisement committee, who. 
ed the committee responsible for 


ance, was absent in Australia. 


Ocrtoser 11, 1951 


Wall Maps: New 
Offer ‘To B.R. 


In their efforts to persuade 
British Railways to favour the 
free installation and maintenance 
of electric wall maps at every 
railway station {ADVERTISER'S 
WEEKLY last week) the Davis 
Advertising Service Ltd., of Man- 
chester, have offered the railway 
authorities “a very considerable 
sum,” a share of the income from 
the advertisements incorporated 
in the maps to which British Rail- 
ways object. Despite this tempt- 
ing offer British Railways remain 
adamant. 

“We cannot see any earthly 
reason why the maps cannot be 
installed; the Paris Metro has one 
in every station and has had for 
years,” L. M. Balcombe, a direc- 
tor of the firm, said this week. 

“In France, Italy and through- 
out the Continent, if one suggests 
a working scheme which is of ser- 
vice io the public the authorities 


never hesitate to use it. But in 
this country it is a differen: 
matter!” 


Threat To Press 
Freedom 


“Forces are at work which, if 
they achieve their object, will 
jeopardise the freedom of the 
Press as we have known it for 100 
years,”’ declared Norman Robson, 
London editor of Westminster 
Press Provincial Newspapers, in 
his presidential address to the 
Institute of Journalists at Tor- 
quay. “Experience of various 
proposals confirms our belief,” he 
declared, “that nothing is to be 
gained by associating Govern- 
ments with the task of safeguard- 
ing the liberty of the Press. We 
must look to our own strength.” 


Good For Them! 

Full page ads. now appearing in 
New York newspapers for Guinness 
are aimed at “the minority of New 
Yorkers who are not satisfied with 
light, pale, dry beer.” 

During the past few years many 
brewers in the States have been 
emphasising in their advertisements 
that New Yorkers only want dry 

per. 

“But we have reason to believe,” 
the Guinness ad. states, “that a 
minority would prefer an _ old- 
fashioned, all malt brew, with more 


flavour, more colour. In a word, 
more character.” : 
It also carries the suggestion: 


“Try adding Guinness stout to your 
beer” and points out that Guinness 
is now brewed in America in the 
old fashioned, pre-Prohibition way 


—slowly.” The ad. includes a 
coupon offering a free illustrated 
booklet telling the story of 
Guinness. 


. . 
Display Convention 
Over 400 delegates representing 

leading store managements and— 
national advertisers have regis- 
tered for the National Display 
convention and exhibition which 
opens at Central Hall, West- 
minster. on Monday. 
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Election Hunt For Poster Sites 


A Labour shot and— 


‘When Rural 
Ads. Should 
Be Banned’ 


“Certain advertisers apparently 
wish to desecrate some of our 
finest country roads. We should 
take a very strong attitude to this 
and, where amenities are of a high 
value, advertisine should not be 
allowed in rural areas, 

This policy was advocated by 
M. E. Taylor, Fife County Coun- 
cil’s planning officer, addressing 
the Scottish National Housing and 
Town Planning Council confer- 
ence at Largs 

“Our policy at the moment is 
very weak, if not actually non- 
existent,” he declared. 

Advertising was very much a 
local problem, he said, adding, 
“I would do away with the right 
of appeal! to the Secretary of State 
as far as advertisements are con- 
cerned; the idea that a file of 
correspondence and minutes 
about one advertisement should 
circulate at public expense 
through the Central Department 
appears to me quite unrelated to 
efficiency, justice, or common 
sense.” 

He would advocate substitution 
of a local panel of three persons, 
appointed for the local planning 
authority, which would comment 
upon any recommendation for 
refusal before the local planning 
authority arrived at its decision. 

“Regarding the urban areas, 
I feel at the moment the majority 
of the planning authorities have 
little, if any, real policy,” Mr. 
Taylor continued. 


N.A.B.S. Pensions 


The Council! of the National 
Advertising Benevolent Society 
has created four new pensions. 
named after Viscount Southwood, 
Sir Frank Newnes, Alfred Bates, 
and Arthur Richardson. 


BIG CAMPAIGNS 
CLASH WITH 
THE HUSTINGS 


USINESS has beaten 
politics on the poster sites. 
Political agents, all set to 
“paper” their constituencies 
for the general election, are 
finding a serious scarcity of 
sites for big posters. 
The election coincides with the 
launching of several outdoor 
winter campaigns, and most sites 


are under contract. In some parts. 


notably the West-country— 
winter poster advertising is 
greater than for many years. 

Greater displays of small 
posters in the windows of private 
homes and shops, and on gates, 
are being arranged by the political 
parties in Bristol. 

The use of many more hand- 
bills will also bring the election 
campaign to the doorsteps to a 
greater extent than originally 
planned. 

The parties report that smaller 
sites are scare, but larger ones 
seem “practically non-existent.” 

Almost wholly absent from the 
city will be the huge posters 
which the parties generally have 
printed on a national scale, states 
the Bristol Evening Post. The 
money thus saved will be devoted 
to producing handbills, etc. 


Erecting Own Boards 


Unable to book space on ad- 
vertisement hoardings, Midland 
election agents are planning to 
erect their own boards on private 
sites. 

Many billposting firms have all 
available space booked into 1953, 
and as a consequence the election 
campaign will probably be the 
least advertised since the war. 
states the Birmingham Gazette. 

Birmingham Borough Labour 
Party, which exhibited 200 16- 
sheet posters at the last election. 
plan to erect posters on tubular 
scaffolding on private sites. 

West Midland Liberals will use 
more fly-posters to save the 
exnense of scaffolding. 

The Labour Party’s own art 
department was responsible for 
designing a set of posters on 
black backgrounds, with lettering 
in yellow, orange. white. and 
blue. Though of standard design 
they can meet varying local 
demands. One, for example. 
“Farms flourish when Labour 
rules” is for rural areas. “For 
Radical 
is a shot for Liberal areas. 

The Conservative posters, in 
red, white and blue, cover a much 
broader ficld and offer a wide 
selection of themes on which divi- 
sional areas may base varying 
appeals to the electorate. 

Some of the posters for both 
o— were printed by J. Weiner 

td, 


Reform—vote L abour” 


—a Conservative snip. 


Press Tie-Ups With 
The Election 


The Daily Express on Monday 
published an “End the Purchase 
Tax” manifesto aimed to cut the 
cost of living. The plan showed 
how, by = slashing Government 
spending, £250 million could be 
saved. Readers were asked to 
demand a pledge from their candi- 
dates to destroy the tax. 

“The £100 Heckle” is the title of 
an election competition being run 
by the same newspaper. 

An election souvenir supplement 
is to be issued for the Sunday 
Dispatch for the next two weeks 
It will be a magazine-newspaper 
with four full pages and exclusive 
pictures and = articles. Sunday 
Dispatch are also running an 
election competition with a prize of 
£1,000. 


ODD SP@T 


Novel approach by Alfred 
Pemberton Ltd. in 


“Pat-a-Fish” Golden Bread- 
crumbs to members of the fish 


fishes exclaiming 
modestly: “I’m going regular 
with ‘Pat-a-Fish’ now!” 


‘SSHOW-THROUGH’ 


The Patra opacity indicator, 
which enables “show-through” to 
be gauged, is described in the 
latest issue of Patra News (print- 
ing division), published by the 
Printing. Packaging, and Allicd 
Trades Research Association. 

As supplied to members. it con- 
sists of 17 samples of coated and 
uncoated papers, ranging in sub 
stance from double-crown 20 to 
double-crown 100 Ib. Each 
sample carries its printing opacity 
measure, and by looking at the 


ADVERTISER’S WEEKLY 


SIGNS OF THE 
TIMES 
(i) 


“There is hardly a roadside 
advertisement that could really 
spell danger for a driver concen- 
trating on his job,” states an 
editorial in the Surrey Comet. 
“How long will advertisements. 
ot long standing, often pleasant 
reminders of inns and other 
places formerly visited, be per- 
mitted in the future? Are all in 
due course to be challenged 
until the millenium era is reached 
and there is not even one rail- 
way bridge left proclaiming any- 
one’s business? It will perhaps 
make for a more seemly country- 
side, but is the occasional splash 
of colour from a hoarding. the 
odd ‘glittering eve’ announcement 
always and inevitably disfiguring? 
May not the road user some- 
times be warned in advance of 
where he may find bed or board?” 
The newspaper contends that 
advertisements which “offend 
amenity” have been or are being 
reduced “largely through the 
good sense of those who have 
erected them.” 


(2) 


When F. Cartwricht. northern 
manager of Mason-Lang Ltd.. 
outdoor advertising contractors, 
apvealed at a planning inonirv 
against refusal of the Sedeeficld 
Rural Counc’! to allow a sien 
advertising a Durham hotel to be 
erected on a main road near 
Ferrvhill, he said he had received 
a letter from the Durham Countv 
planning officer. which stated. 
“Aesthetically, signs of anv des- 
cription did not enhance the 
amenities of any area.” 

A. E. Jepson, area planning 
officer, said the main reason for 
the refusal was the danger to 
drivers. 

ON THE AIR 

Two new programmes will be 
introduced on Radio Luxembourg 
during the week commencing 
October 21. They are “The Dick 
Haymes Show” sponsored by Toni 
Home Perms, and “Twenty 
Questions” with Stewart Mac- 
pherson as quiz master, sponsored 
by Carreras Ltd 

In addition the “Ovaltineys’ Con- 
cert Party” makes its annual winter 
return and “Empire Soccer Sone- 
time” (Empire of Blackpool) is 
increasing to half an hour with the 
addition of new stars. 


CAN BE GAUGED 


printing on each side of the sheet 
through a half-width unprinted 
fold of the same paper the show 
through can be determined 

From the back of each samnle 
the unprinted side. the strike 
through can be gauged. By plac. 
ing other paper samples over the 
sheets in the indicator a rough 
visual idea can be gained of their 
comparative ovacity and, hence 
the amount of show-through to 
be expected when they are 
printed. 
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ADVERTISER'S WEEKLY 


MARKETING NEWS AND TRENDS 


Bread And Water Diet To 


Prove Scientists’ Claim 


To prove the claims made for 
their newly-discovered vegetable 


protein emulsion, two Cambridge 
research food scientists went on a 
seven-day bread-and-water diet. 

The Nutrex bread under test con- 
tains the new vegetable protein 
which, the scientists claim, is in itself 
a highly nutritional and complete 
food capable, if necessary, of re- 
placing animal protein (meat) in the 
national diet. The source of the 
new protein emulsion, formerly in- 
digestible by humans but now in 
pre-digested form, remains un- 
disclosed until international patents 
are fully secured. new Nutrex 
loaf, of standard size and at present 
price, will be marketed as soon as 
production permits. 

Advertising is being handled b 
the Saward-Baker agency who will 
also handle publicity and public 
relations work. 


* * * 


Anti-Dalton 
Campaign 


An “anti-Dalton scheme” is due 
to open in all Bata shop windows 
shortly and will be stressed in their 
other forms of advertising. A pair 
of shoes for each of a family of 
four for £5 is the theme. 

The offer was demonstmted 4t 
the Bond Street offices of the Bata 
Shoe Organisation last Thursday. 

The presentation was preceded by 
a cocktail party at which John 
Tusa, managing director of The 
British Bata Shoe Co., Ltd., was 
host. He was assisted by A. Camp- 
bell Gifford, the company’s adver- 
tising manager, who explained the 
reasons for the theme of the show. 

New agents for Bata’s are an- 
nounced in Current Advertising 
(page 110). Journals being used 
include Woman, Woman's Own 
and Woman's Illustrated. A national 
poster scheme opens on November 
2 and runs to the end of January. 
Advertising on provincial bus 
tickets, each giving the address of 
the local shop, covers most of the 
principal towns. Ticket quantities 
exceed 42 millions. Bata have been 
using London bus tickets for their 
advertising for some time past. 


* * * 


New Perfume 


A new perfume is being marketed 
by Coty (England) Ltd. under the 
name of Meteor. It is packed in 
specially shaped elongated bottles, 
the smaller sizes (25s., 39s. and 63s.) 
having a plastic stopper and plastic 
base, and the largest size (105s.) a 
cut glass stopper and a green satin 


base. 
+ . 


Four colour pages in Drapers 
Record introduced J. & P. Coats 
Lid. Satinised sewing thread this 
week. This new line is described 
as “sewing thread with glamour. 
Three types will be available—for 
heavier sewing (available in 24 
colours), for general sewing (250 
colours) and fine sewing (24 
colours). Advertising for J. & P. 
Coats is handled by Prentis 

Varley Ltd. 


Sample Offer In 
Australia 


After several years of running 
successful sample offers through 
magazines in this country, particu- 
larly in Woman, Goya have now 
extended this form of marketing to 
Australia where Woman's Day and 
Home offered a sample bottle of 
Pink Mimosa in a recent anniver- 
sary issue. This was the first time 
that such an offer had been carried 
by an Australian magazine. The 
offer was agreed to on the condi- 
tion that Goya paid the full cost 
of an advertising colour page. 

An identical layout with that used 
by Woman in a recent Pink Mimosa 
offer in this country was presented. 

~ + . 

A leaflet headed “Complete hair 
beauty course” is to be inserted for 
a limited period in Richard Hudnut 
home permanent wave kits and re- 
fills. The leaflet offers a booklet, 
“Care of the hair,” and a free 
sample of Hudnut's Enriched Creme 
shampoo in return for sixpence in 
stamps. 

* . 

A “Get to know each other” 
banquet was held for the directors 
of Lewis Ltd. and the directors, 
managers, buyers and heads of 
departments of Selfridges Ltd. at 
the Savoy Hotel on Tuesday even- 
ing. Speakers included Lord 
Woolton, H. A. Holmes, and S. H. 
Leake. 


* * * 


Selling Travel Like 
Merchandise 


Ralph Stephens, travel manager of 
the New Yorker, which claims to 
carry more travel advertising than 
any other magazine in the United 
States, is visiting this country. 

Mr. Stephens believes there are 
two main reasons for the recent in- 
crease in world travel by Americans 

Firstly, the American travel in- 
dustry has turned a highly intang- 
ible business into a tangible one 
by “packaging” travel and selling 
it as any other piece of merchan- 
dise, across the counter at the retail 
level. 

Secondly, the international trave! 
industry has successfully managed 
to lower the cost of travel to a 
level accessible to the more moder- 
ate income group. 

* * * 

Reckitts & Colman Ltd. will 
market their Bathjoys in an imita- 
tion pirates treasure chest pack 
during the Christmas period. 

* * * 


Now You Know! 


Board of Trade advice as to how 
would-be exporters to America 
should quote their prices: “Quote 
so that you will be understood by 
a possible buyer who is not familiar 
with your currency, with your trade 
practices, even with your import 
practice, and who is often not too 
interested in your products. Make 
it as easy as possible for such a 
person to buy your goods rather 
than someone else's.” 


es eee, 
eee SD 
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Admiring the shoes at the Baia demonstration are (left to right): Philip 

Cowell, commercial adviser to Thomas Bata, Miss Ryan of “Reveille,” 

John Tusa, managing director of British Bata Shoe Co., Ltd., Miss Critchlow 
of “Mother,” and J. Vyoral of Bata Development Ltd. 


PRESS PLANS & PROSPECTS 


Gulliver To Travel 
For ‘Lilliput’ 


The Jonathan Swift character Lemuel Gulliver 
is re-created by Hulton Press for their forthcoming 
promotion campaign on behalf of Lilliput. 

For a fortnight commencing October 10 Gulliver 
will tour Leicester, Guildford and Southport, and 
wil' present numerous prizes, including large food 
hampers and free subscriptions to the magazine 
to winners of the Lilliput Competition, in which the 
public will be asked: (1) to guess Gulliver's weight, 
(2) to form as many English words as possible from 
the letters of Lilliput, (3) to answer a riddle con- 
cerning the advertising in Lilliput. 


Publications News and Notes 
appear as usual—page 114 


India’s Anti-Press 
Law 


After a heated debate the Indian 
Parliament has passed the Press 
(Objectionable Matter) Bill. 

The Government will have the 
power, upon a declaration by the 
Advocate-General or other prin- 
cipal law officer that any newspaper 
or book contains “objectionabie 
matter” (which is defined in very 
wide terms), to declare such news- 
paper or book forfeit. It will be 
able to seize, through the Customs 
authorities, any imported newspaper, 
book, or other document which mav 
be suspected of containing “objec- 
tionable matter.” 

* 


* * 

National circulation figures for 
September reveal a sharp rise for 
the Daily Express (4,094,082). They 
are making a big bid to overhaul the 
Daily Mirror, who lack a Northern 
printing plant. 

All the national circulation figures 
are up this month—thanks to the 
Turpin fight. The Express rise is 
partly accounted for—in circulation 
circles—by the popularity of their 
sports writer Peter Wilson. 

* * * 

Title of Y Cymro (The Welshman) 
now includes the name of Y 
Rhedegydd (The Courier)—an old 
Merionethshire title. Y Cymro now 
publishes separate county editions 
for the North Wales counties and 
provides full county news and pic- 
ture coverage within the framework 
of a national newspaper. 


* * * 


A guaranteed average sale in 1952 
of 700,000 copies, and (from April 
1952) new rates which represent a 
cost-per-thousand reduction and, in 
the case of four-colour double-page 
spread, an absolute reduction, are 
announced by Reader’s Digest. The 
new guaranteed average sale is 40 
per cent above that of 1951. After 
next April, the rate for a black-and- 
white full page will be £445, or 
12s. 9d. per thousand (as against 
13s. now). For a full colour double- 
spread it will be £945 (as against 
£950 now), or 27s. per thousa 
(as against 38s.). A full-colour 
single page drops from 19s. per 
thousand circulation to 16s, Sd. This 
saving in colour-cost will be due 
to the installation (first in Britain) 
of a new high-speed five-colour Goss 
magazine press. Reader's Digest 
limits its advertising content to one- 
third of its total number of pages. 

* * * 

The evening papers have taken 
a welcome seasonal rise with the 
advent of the soccer season and on 
the whole are enjoying a better time 
than the nationals who are really 
on their toes catching the extras. 

* * * 

The big magazine houses are out 
to recoup lost sales with autumn 
campaigns. But the “no returns” 
system makes retailers very careful 
about over-ordering—especially with 
the more expensive magazines 

A. P. Davies (Amalgamated Press 
C.M.) said at a circulation repre- 
sentatives dinner in Manchester last 
week: “The cost of the schemes is 
very great. We, as publishers, are 
doing our part, but we must have 


@ Continued on page 115 
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Club News 


Berks and Bucks 


Visual Aids 
Needed By 


Instructors 


The need to provide instructors 
in advertising with the finest visual 
and aural aids was touched on by 
W. R. Balch, vice-president, Pub- 
licity Club of London, in a talk to 
the Berks and Bucks Publicity Club. 

In far too many areas, colle 
of commerce and technical training 
establishments were loath to start 
courses in advertising because they 
could not get qualified instructors, 
he said. If it were possible to 
provide films and recorded talks 
from a central organisation, the 
whole pattern of advertising educa- 
tion outside London and one or two 
other centres could be changed. 

Speaking of the small attendance 
at meetings of the Club Develop- 
ment Committee, Mr. Balch won- 
dered whether it might not be 
desirable to decentralise the Com- 
mittee into two or three regional 
committees, with perhaps a small 
executive committee adequately 
financed to travel and to act. 


Manchester 


Pubkc Speaking 
‘Bottleneck’ 


Because they have almost ex- 
hausted their supply of members 
who wish to attend public speaking 
classes as beginners, Manchester 
Publicity Association feel they will 
not be able to field a team in the 
“full spirit of the rules of the 
game” in this year’s national public 
speaking contest. 

Derek Roe, chairman, says, 
“Previously we have always entered 
a team who, before attending the 
classes, had no experience of sjeak- 
ing in public. We have exhausted 
our supply of members who want 
to go through as beginners and we 
have not a sufficient number of 
students to make classes worth- 
while. We would be interested to 
learn whether other clubs are in the 
same position as we would be pre- 
pared to consider ‘fielding’ experi- 
enced speakers without any condi- 
tion about their having to attend 
public speaking classes.” 


London 
Future In The Air 


A large gathering at the opening 
mecting on Monday of the Publicity 
Club of London winter session heard 
Sir Miles Thomas, chairman of 
B.O.A.C., and president of the 
Advertising Association, speak on 
“B.O.A.C. and the future.” 

“We have a vision,” said Sir 
Miles, “to girdle the world by two 
routes serviced by all-British air- 
craft. This is in process of serious 
realisation.” 

The fatigue factor on passengers 
with jet aircraft was, he said, much 
5 than with p'ston driven air- 
craft. 


Teaching Economics 
To Planners 


The Mayor of Coventry was a 
guest at the President's luncheon at 
Coventry Publicity Association. 

He congratulated the Association 
on its members’ work in publicising 
Coventry and its industries through- 
out the world. 

President George Mills comment- 
ing on the work of the Outdoor 
Advertising Advisory Committee 
said that this committee was trying 
to teach Town Planning Officers 
economics since the majority of 
these officers did not realise that 
advertising promoted sales and sales 
volume kept prices down. 


Regent 
Media Planners 
Need To Know 


H. L. Clarkson, of S. H. Benson 
Ltd., told the Regent Club last week 
that the media planner should know 
about costings to date, market re- 
search carried out, considerations of 
packaging, whether distribution of 
the product was good and the type 
of consumer to be approached. It 
was also important to know some- 
thing of the copy appeal to be used. 


Oxford 
Brief Copy 


It is impossible to define exactly 

what constitutes good “selling copy 
said E. C. Mackenzie, of W. S. 
Crawford Ltd., addressing the 
Advertising Club of Oxford. 
_ “Don’t confuse copywriting with 
journalism,” he warned. “As the 
price per inch for advertising space 
goes up advertisers are becoming 
more critical and analytical and 
the copywriter should be brief, 
factual and monosyllabic.” 


East Anglia 
Three Mayors Join 


The Mayors of Colchester, 
Ipswich and Chelmsford have con- 
sented to come honorary mem- 
bers of the East Anglian Publicity 
Club during their terms of office, 
and are respectively attending the 
first three meetings of the season 
in Colchester yesterday (Wednesday), 
Ipswich (November 2) and Chelms- 
ford (November 22). 


At the first autumn meeting of 
Bradford Publicity Association 
R. W. Sewill, director of Ainis of 
Industry, spoke on public relations 
in industry. 


’ 


WHAT SCREEN 
ADS. CAN DO 


Cinema advertising can both 
maintain and regain sales, and can 
act as an efficient link-up for maga- 
zine and national newspaper adver- 
tising. 

Making these claims at the Publi- 
city Club of Leeds meeting, W. J. 
Collins, Theatre Publicity Ltd., said 
that in Leeds with a 493,000 popu- 
lation, a short film in 32 cinemas 
worked out at only £32 11s. for full 
coverage. There were more cinema 
fans in the East and West Ridings 
of Yorkshire than in any other part 
of Great Britain. 


os 


Aldwych 


The Aldwych Club Golf Circle's 
President's y was held at West 

ul. 

Prizes for the morning round 


donated and presented by president . 


E. W. Barney, were won by Jack 
Rafter with a score of all square on 
bogey after a tie with J. T. Patterson 
who took the runner-up prize 
Special guest prize was won by 
E. V. Thomas (4 down) and the 
hidden 9 holes prize by J. Cook. 

In the afternoon winners of the 
Greensome Stableford prizes given 
by the Waterman Pen Co., were Pai 
Keliher and John Dobson with 37} 
poinis, and the runners-up C S. 
Forsyth and John Rosswick. 


Newnes 


The autumn meeting of the 
George Newnes Ltd. and associated 
companies Golf Society took place 
at Moor Park Golf Club. 

In the morning medal competi- 
tion, A. M. Wigan of Country Life 
won the Cleverdon Trophy with a 
net 72. He and the runner up, 
W. P. Silvester, received the 
captain's prizes. 

he Camm Challenge Cup for 
the afternoon foursome against 
bogey was won by F. Whitaker and 
W. P. Silvester (2 down). Runners- 
up were Stuart Mander and George 
W. Houghton., 

The President of the Society, Sir 
Frank Newnes, supported by the 
captain, H. Tingay, presided at 
dinner in the Moor Park Club 


House. 
Odhams 


Sixty members took part in the 
Autumn Meeting of Odhams Press 
Golfing Society held at Hendon. 
The captain, G. Rollason (manag- 
ing director, Tothill Press Ltd.) and 
ex-captain, W. Surrey Dane (joint 
managing director, Odhams Press 


A group at the Aldwych Club 
Golf Circle's President's Day 
meeting. 


Lid.) were among the competitors 
for the President’s prize, which was 
won by H. E. Simpson (Daily 
Herald Foundry) with 77—8=69. 

A two-ball foursome match 
between the captain's and presi- 
dent's teams resulted in a tic—each 
team winning six matches. The 
President, A. C. Duncan (Chair- 
man, Odhams Press Ltd.) presented 
the prizes and took the chair at the 

iety’s annual meeting after- 
wards. 


Column Club 


A record entry, lovely weather and 
a grand course highlighted Captain's 
Day of the Fleet Street Column Club 
Golf Circle at Coombe Hill on 
Tuesday. Results: Captain's Prize, 
Ron Everett; runner-up, D. Pass- 
more. Special Prize (18-24 handi- 
cap): A. H. Mclsaac. Foursomes: 
G. Martin Lewis and D. Passmore. 

At the annual supper and general 
meeting held afterwards at the 
Column Club, the following 1952 
officers were elected: Captain, John 
Sime; vice-captain,.Jack Everett; 
hon. treasurer, E. W. Sellar; hon. 
secretary, D. Gooch. The 1951 
captain, Frank Breeden, presided 


Display Must Show 


Store Personality 

Eric Lucking, display manager, 
Liberty's, speaking at Liverpool 
on Friday said that the standard 
in display, as well as the design 
in advertising, was rapidly forging 
ahead, and everyone from the 
public to the sales staff and right 
up to the highest level of all 
branches of retail selling was fully 
conscious of the vast improve- 
ment that had been made in the 
technique of design for selling. 

Heads of display departments 
must bear in mind that the policy 
of the store must of necessity 
dictate the design in advertising 
and that they must be strictly im- 
partial in their decisions affecting 
the approach to the design of any 
display. 

Each store had its own person- 
ality to express and the policy of 
each must always be the guiding 
factor in display 


‘Emergency’ Newsprint 
Canada will increase the emer- 

gency allocations of newsprint to 

assist countries in special need. 

The next allotment is expected to 
amount to 14,000 tons, bringing 
emergency diversions in the past 
few months to 20,000 tons. 
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Geoffrey Cook E. A. 


Harris 


Bi 


Alan West D. 


Tobacco Firm’s New 
Ad. Manager 


George Dobie & Son Ltd., of 
Paisley, manufacturers of Four 
Square cigarettes and  tobaccos 
announce the appointment of H 
K. Wakefield as advertising man- 

For many years he was 
associated with EL S. @& A. 
Robinson, the Bristol printers, but 
shortly before the war joined the 
advertising department of Thos. 
He dicey & Co., Ltd., where he 
became responsible for point-of- 
sale and display advertising 
material. He was awarded t 
D.F.C. in 1940 for exploits during 
the Battle of Britain. After the war 
he went to India as art director to 
General Advertising Agency (India) 
Lid.. an associate of the British 
American Tobacco Company. Later, 
he took over the Imperial Tobacco 
Company of India Ltd.’s account 
which he has handled for the past 
four years. Transferred to Grant 
Advertising Inc. in 1947 he became 

n executive on several big accounts 
nd established Grant's Karachi 

> ~ 7 

_R. D. Bloomfield has been ap- 

te dvertising manager to 
itt & Colman (Overseas) Lid. 

lc has taken over the responsibili- 
<s of LL. B. Cort, director in charge 

f Werseas advertising. who 
oin Colman, Prentis & 
wmerly advertising man- 
& J. Colman, Norwich, 
field went to Hull two 
Cort’s 


Mr Bloon 
Ss ago to act as Mr. 


4 
* a * 

john FE. Colley has been ap- 

nicd ivertisement manager to 
» & Colonial Pharmacist 
tion manager to the 

Medical Exhibition and 

h bitions organised by The 

A Colonial Druggist Lid. 
years, has been associated 

sing manager with Icading 

pharmaceutical ' 

* * 

Hope Lamies has been 
4 Press and publicity rep- 
to Lep Transport Lid 

* 


has joined 


Peter 


E. A. Harris, newly appointed ad- 
vertising and publicity manager for 
Sebel Products Ltd., is no strange: 
to broadcasting. He has collabor- 
ated with radio writer John Finch 
on several scripts and has recorded 
feature programmes. 

- * * 


Alan West, production manager 
at Scott-Turner & Associates Ltd. 
since 1949, will shortly be leaving to 
work in Stockholm with Herssons 
Annonsbrya A/B. Eventually he 
will be responsible for all foreign 
eee | handled by this agency. 

* * 


From " Mentey D. B. Grundy 
joins Scoti-Turner & Associates Lid 
as senior a¢count executive. Before 
the war he was a director of Fostcr 
Turner Ltd. On demobilisation he 
joined Everetts Advertising Ltd. as 
account executive, remaining there 
two years before moving to Basi! 
Butler Ltd. in a similar capacity. 

* a 


Newly etected chairman of the 
Exhibition Manufacturers Associ.- 
tion Geoffrey Cook, joint managing 
director of Cook's Display Produc- 
tions Ltd., has served as a council 
member of the Association for 18 
months. His co-director, Raymond 
Cook is 2 council member of the 
Master Sign Makers Association. 

* * * 


W. R. Baird, racing driver, has 
been appointed chairman and man- 
g director of W. & G. Baird 
Lid., printers and publishers of the 
Beifast Telegraph and allied publica 


Morgan 


E. W. Sellar 


4 E. Colley 


A Matter Of 
Taste 


G. O. Nickalls, an Oxford 
rowing blue and Olympic oars- 
man, joint-managing director of 
Alfred Pemberton Ltd., was 
elected to the title of Chevalier 
du Tastevin, during a visit to 
Clos de Vougeot in the Bur- 
gundy district of France. 

The Brotherhood of the 
Chevaliers du Tastevin are a 
private non-commercial society 
of wine connoisseurs dedicated 
(© maintaining the knowledge 
ind appreciation of fine wines. 
Many of the members come 
from the wine-growing district, 
but the Rules of the Society per- 
mit people from all over the 
world—including women—to be 
nominated if privately sponsored 
by two members. 

Investiture includes a cere- 
monial test, and carries with it 
a free presentation of bottled 
wines coming from every part 
of the province, and given at 
the annual ceremony of the 
“Tastevinage.” 


Although H. Negus Vidler has 

become public relations consultant 

the National Federation of Fruit 

-" Potato Trades Lid, J. E. 

“onstantine is to remain Press 
officer with the Federation. 
* * * 


New appointments at Crompton 
Parkinson Ltd. are: J. B. as 
executive director and assistant sales 
director (home); C. A. J. Martin 
general sales manager, plant divi- 
son: R. V. Powditch product sales 
manager, F.H.P. motors; and 
R. W. Taylor product sales mana- 
ger, Nelson stud welding service. 
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R.W. Kemp 


Geoffrey Tyas, production man- 
ager with Wilfrid Tisbury & Co., 
Lid., is to be married at St. Martin- 
in the Fields. to-morrow (Friday) 
to Pat Merrick of the editorial 
department of Weldon’s Ladies 
Journal. 

* * * 

Denys McKechnie, late financial 
advertisement representative of The 
City Press, has joined Benn Bros., 
as representative for the British 
Trade Journal and Export World 
in Lancashire, Yorkshire and 
Cheshire. 

~ * ~ 


Don A. Omand, chief designer, 
C.W.S. exhibitions department, is 
leaving to take up the post 
advertising manager for Bata Ltd., 
Canada. 

* + * 

E. W. Sellar has relinquished his 
position with P.W.H. Ltd... to 
develop his commercial art studio— 
Sellar’s Illustrating Service. A keen 
golfer, he is captain of Addington 
Palace G.C. and hon. treasurer, 
Fleet Street Column Club golf 
circle. 

- * e * 

A. E. Upton, advertising mana- 
ger, Cuxson, Gerrard & Co., Ltd., 
Oldbury, Birmingham, has won the 
Billing Trophy, a cup presented to 
the Solihull H. G. A. Rifle Club for 
their full bore -303 rifle champion- 
ship. 

* *- * 

Miss Joan L. Rothschild succeeds 
Miss M. E. Davies as advertising 
and publicity manager for L. Harris 
ata Ltd. 


- - 

With the further extersion of the 
Saward Baker Press offic: and pub- 
lic relations division, Douglas 
Pollard has now been joined in that 
department by Canadian-born D. G. 
Morgan, who has hitherto special- 
ised in feature writing for a number 
of leading American and British 
publications. 


7. 


r= 


» Willeon Keup : : : ; 
| . inner of the Sports Writers’ Association in London, in honour of the 


British Sports Women, at wh Albert Milhado had invited some of the leading foreign space buyers 

of London advertising agencies to be his guests. From left to right: Miss A. Newton (Stuart Adv. 

Agency), Miss §. Weinhere drmstrong Warden Ltd.), Miss J. A. Pymm (R. S. Caplin Ltd.), Miss M. 

Marks (R. §. Caplin Ltd.), Miss D. Steer (Legget Nicholson & Partners Ltd.), Miss B. Cooper (Cooper's 

Studio), A. Milhado, Mrs. S. Mil thado, J. B. Stome (Van Heusen), Miss D. May (W. S. Crawford Ltd.). 

Mrs, A. Skinner (BLE. Tr. AL Led. Miss E. M. Sheath (G, S. Royds Lid.), Mrs. R. Malcolm (Robert 
Freeetm Ca. Ltd.j, Miss D. Stigant (Crane Publicity Ltd.) 


\dvertione > Lienited. He This picture was taken at the 
» advertising with H. Cecil 
1928 and in 1930 
= there to Biddle Bros. & 
On Gcmobilieat jon he went 
manager to W. T French 
Lid. during 1946/7 and 
7 hes been with Graham 
mg Lid 
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The’ Fleet Street Players hold their annual 
show at the Fortune Theatre on Oct. 3ist 
and Nov. Ist. The Play, “ON MONDAY 
NEXT ”’ 2 comedy by Philip King is held in 
aid of the National Advertising Benevolent 
Society. 

All seats reserved at 10/6d., 7/6d. and 5/-. 
Obtainable from Miss D. M. Hewlett 
—_ E. Bedford) 107 Fleet Street, E.C.4. 

elephone: Central 2412. 


ONE AND THREE QUARTCN MILLION 
SPECIALISED MASS S°LE“D women ¢ 
THE MOST RESPONSIVE COVERS Ih THE COUNTRY, = 

NG WASTE READERSHIP —100%, VALUE FOR EVERY 
ADVERTISING PORNO SPENT. — 


STUART MANGGA ADORE SIRBETOR, GUORGE Newecs coMmhl 
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Colour Control: Too Much 
For The Planners? 


The problem of advertise- 
ment signs is quite closely 
linked with the problem of 
colour planning, writes J. H. 
Cheetham, a _ well - known 
architect, in the Municipal 
Journal. 

Last Friday’s issue of the 
Journal included an eight-page 
section on art paper dealing with 
colour planning, in which Mr. 
Cheetham’s article discussed the 
administrative aspects. 

He writes (inter alia): “Great 
anomalies exist in the present 
planning set-up which leave 
colour largely uncontrolled while 
placing onerous restrictions upon 
other forms of development. 

“There is the question of ad- 
vertisement signs, for example. 
The erection of a sign is nowa- 
days far from simple, necessitat- 
ing as it does, a formal planning 
application and submission of 
drawings and details of the pro- 
posal. 


Administrative Difficulties 


“In addition, local authorities 
have lately acquired the power of 
challenge, and are able to request 
the removal! of objectionable and 
unnecessary signs. 

“Yet the problem of advertise- 
ment signs is certainly quite 
closely linked with the problem 
of colour planning. What is the 
difference between the shop- 
keeper who paints his premises in 
gaudy stripes to attract attention, 
and one who merely erects a 
coloured signboard advertising 
this or that product? 

“It is at this point that we musi 
begin to consider some of the 
administrative difficulties of 
colour control. It is in administra- 
tion that the disadvantages of 
full colour control lie, and not in 
the aesthetic field. 


‘Courting Disaster’ 

“The machinery necessary for 
the application of colour regula- 
tion already exists in the present 
planning organisation of local 
authorities. Would it not, there- 
fore, be a comparatively simple 
matter to make use of it for the 
purpose? In theory, yes. The 
trouble is, however, that the 
planning department 
ippears to be experiencing great 
difficulty in dealing expeditiously 
with the present volume of ap- 
plications for permission to carry 


iverage 


out various forms of development. 


To add to this burden would 
be courting administrative 


disaster.” 


‘Ads. May Make 


Our Trams More 
Interesting’ 


Advertising on trams and buses 
in Edinburgh has been approved 
by the Edinburgh Town Council. 
It is estimated that an annual 
revenue of £15,000 will be 
realised. 

Several members opposed the 
scheme. One referred to Edin- 
burgh’s dignity. “We want to 
keep that spirit alive and not sell 
out for a paltry sum,” he said. 
Another observed that, but for 
the wisdom of* their forefathers, 
there might have been hoardings 
in Princes Street and sky signs on 
the Castle battlements. Exterior 
advertising on their vehicles was 
the thin end of the wedge. he 
said. 

Defending the proposal! the 
Lord Provost spoke of the heavy 
deficit on the transport service 
and the income which would be 
gained from advertisements. The 
advertisements might even be 
interesting, he said, commenting 
that there was a certain amount 
of monotony about their trams 
and buses, 


e . 

‘Pic’ and ‘Mirror’ 

* . 
Dividends 

Sunday Pictorial Newspapers 
(1920) has declared an interim 
Ordinary dividend of 10 per cent 
to February -29, -1952. 

Daily Mirror Newspapers is 
paying an interim dividend of 
74 per cent on the Ordinary and 
“A” Ordinary stock. 
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Rickead. Hudect 


TSE LOKCeY wenn wave 


New window unit now beiig issued for the Richard Hudnut home 
wave promotion is based on reproduction of an oil painting of a 


woman's head by Paul Tvessan. 


displayed on a sloped fcreground. 


A home-wave kit and refills are 


This display was designed and 


produced by Fords Advertising Ltd., Bristol. 


FATHER’S DAY 

Steps are being taken by the 
Father's Day Association Ltd. to 
run a campaign for Father's Day 
1952 which has been fixed for 
Saturday, June 14. 

Members representing _ firms 
supplying men’s outfitting, 
lighters, greetings cards, station- 
ery, briar pipes, razors, smokers 
sundries, fountain pens, pencils, 
and toilet requisites, met at lun- 
cheon in London recently and 
reported that retailers who had 
co-operated this year had enjoyed 
increased sales. 

First step of the campaign for 
next year will be trade Press 
advertising which will be placed 
direct by the Association. Agents 
will handle the consumer cam- 
paign. Last year Matier & 
Crowther Ltd. were appointed 
and no change is expected. 


‘Little Incentive To Commercial 
Enterprise’-—I.S.M.A. President 


Nationalisation both weakens 
the employer’s incentive and 
makes it rather risky for the con- 
sumer to protest about what he 
is getting, Col. J. R. H. Hutchi- 
son, M.P., national president, 
told the London branch, Incor- 
porated Sales Managers’ Asso- 
ciation last week. 

“It is extraordinary how many 
letters an M.P. gets, containing 
complaints, and ending with the 
words ‘Don’t name me’,” he 
asserted. 

Calling his talk “The Attack on 
Character,” Col. Hutchison 
alleged that there was now little 
incentive to commercial adven 


ture. Under nationalisation, all 
employed had a single employer. 
It was extremely dangerous for 
anyone so employed to fall out 
with that employer. The con- 
sumer, likewise, had only one 
supplier. 

“To-day, controls make our 
decision for us,” he said. “If you 
don’t make decisions, you lose the 
aptitude for doing so. We are 
living in an age that invented the 
phrase ‘I couldn't care le«s’.” 

Col. Hutchison was thanked for 
his address by R. H. Perney (ad- 
vertisement director, Northcliffe 
Newspapers Group), I.S.M.A.'s 
national chairman-elect. 


The celebrated showcard series— 
“What Pretty Feet”—was brought 
to life on the Goodyear stand at 
the Shoe and Leather Fair, models 
displaying Goodyear rubber soles 
and heels from the backs of 
revolving horses on a_ fun-fair 
roundabout. 


Conferences Postponed 

Because of the General Elec- 
tion, a conference convened by 
the Incorporated Sales Managers’ 
Association on “Avoiding Waste 
in Distribution” has been post- 
poned till December 7. 

The Conference was to have 
been held in London on October 
26, and the present Chancellor of 
the Exchequer was to be a lun- 
cheon speaker. 

The annual conference of the 
Institute of Public Relations. 
originally arranged for Friday. 
October 26, has been postponed 
until Friday, November 30. 


-W. PLAYER LTD 


30 FLEET STREET - LONDON E.C.4-+ CENTRAL 2786 (3 lines) 


The London Office of some of the best media in the country 
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By influencing a woman to acquire what good 
taste instinctively suggests, what above- 
average means can afford, and what can be 
turned to practical account for herself and 
her home, GOOD HOUSEKEEPING offers a 
unique medium for those products which, 
on being purchased, are admired by others 


who say: ‘I must get one too!’... 


...and for such women, there’s extra 


confidence in the fact that all 


GOOD 
HOUSEKEEPING 


advertisements are guaranteed 
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Government Advertising 


CORRESPONDENT last week drew attention to the use 
A of advertising by the Government. His interest was in 

technique—or, rather, the lack of it. But there are two 
questions to be answered: Should governments advertise? And, 
if so, should Ministries undertake the task themselves or devolve 
their problems to commercial agencies? 

The impending General Election—especially in view of the 
general assumption that there will be a change at Westminster— 
gives these questions both topicality and importance. They are 
important because a change of government might lead to radical 
alterations in the approach to publicity undertaken by various 
departments. But, whatever the fortunes of the political parties 
at the poll, it will be necessary to educate our administrators in 
the value to government of advertising and public relations. 

+. a * 

If the Conservatives are returned they may be tempted to 
achieve rapid, if comparatively small, economies by axeing 
publicity departments, public relations officers and the various 
Ministry publicity schemes. That would be short-sighted policy, 
for advertising has its proper place in government to-day. This 
was proved beyond doubt during the war when Press, poster and 
radio publicity was used to build morale, and with good results. 

Were the Socialists to go back into office, their most vociferous 
critics of enterprise would advocate an early assault on the 
established system of marketing, of which ‘advertising in all its 
forms is an integral part. That would face us with the considerable 
task of convincing protagonists that their theories about reducing 
prices by cutting marketing publicity costs are hollow. 

Though the political problems may vary, one thing is crystal 
clear—advertising must be ready to “ sell” itself. The task of 
education is large. The public must be old the story of the great 
role played in the building of mass sales which lead to lowered 
prices, and the government of the day should be advised that 
advertising has a vital role to play in good administration. It has 
been proved in the underdeveloped areas of the world that 
modern publicity methods are invaluable to education in public 
health and hygiene, while civil defence and road safety, to mention 
but two aspects of home administration, have had valuable aid. 

a ae a 

The question as to whether governments should invariably use 
agencies may be open to debate. But one thing is quite clear— 
government advertising must be raised to a high level of efficiency 
if the selling of ideas is to rival in effectiveness the commercial 
sale of goods. This can be achieved either by using agencies or 
establishing properly staffed and equipped publicity departments. 


@ Change of subscriber's address: Please inform the publishers three 
clear weeks in advance of the issue for which change of address is to 
take effect, and include present address in full as well as new address. 
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To-morrow’s Topics 


U.S. may use less 
newsprint 


UNDAMENTAL changes 
in the economics of 
American newspaper produc- 
tion may eventually have not 
unsatisfactory repercussions 
on world newsprint supplies 
in the not-too-distant future. 
For half a century, states an 
article in Fortune, the newspaper 
business in the United States has 
operated on a formula—raise 
circulation, and leave advertising 
rates per reader alone. Now, 
with the big boost in Canadian 
newsprint prices, the formula 
must be changed. 

The Fortune article goes so far 
as to say: “That the survival of 
the large daily newspaper in the 
U.S. depends on sharply increased 
advertising rates seems blatantly 
obvious. Indeed, the newspapers 
would be far better off if a rate 
increase of 30 per cent cut linage 
enough to produce precisely the 
same revenue; for a linage reduc- 
tion also brings with it a signifi- 
cant drop in newsprint use... .” 

Therein lies a hope for bigger 
British newspapers. It has been 
estimated that a 10 per cent cut 
in American consumption would 
provide enough newsprint to 
satisfy the present appetite of the 
rest of the world. 

—- —_— — 


Proprietors of U.S. newspapers 
are considering a plan to save 
800,000 tons of newsprint a year 
by cutting down the number of 
permitted returns. This quantity 
of newsprint—small by American 
standards — would more than 
double the size of Britain's news- 
papers and periodicais. 

—_- ——+ —_— 


Branded petrol war 


is beginning 
ESPITE the loss of Abadan, 
the big motor fuel companies 
in Britain are preparing for a big 
marketing war. In fact, prelimin- 
ary skirmishes have already 
begun. 

Anticipating the restoration of 
brand names, one company con- 
ceived the idea of making agree- 
ments with filling station pro- 
prietors to sell only their petrol 
and its associated brands when 
“no restriction” days come. 

Now other companies are 
joining in and incentives are being 


offered to persuade garage owners 
to become “tied.” 

Inducements so far have ranged 
from hard cash to garage renova- 
tions and the installation of new 
pumps. 

One company is throwing in an 
offer to do postal circularising of 
customers and to pay for adver- 
tisements in local newspapers for 
stations agreeing to exclude com- 
petitive products. 

—- —_ = 

A Press advertisement cam- 
paign is to be used by merchant 
tailors in the Midlands to tell the 
public why there is unlikely to be 
any substantial reduction in the 
price of quality suits. Copy will 
stress that the most to be 
expected from the fall in wool 
prices is that the public will be 
spared the impact of peak prices 
reached at the March wool sales. 
It will also be pointed out that 
raw wool is not the largest cost 
content of a suit. Rents, rates, 
lighting and wages, it is said, are 
still rising. Tailors in other parts 
of the country are considering 
whether they should follow the 
Midlands lead. 

— 


Prospects in the 
Empire markets 


ALESMEN should keep their 

eyes on the Empire, presi- 
dent Stanley Townsend told the 
British Sales Promotion Associa- 
tion this week, He said: 

“I need not emphasise that the 
development of new industries 
and larger populations through- 
out the Commonwealth would 
create within the family vast mar- 
ket possibilities for plant and 
machinery and other capital 
equipment, as well as for the 
widest possible range of consumer 
goods. As the productivity and 
standard of life of overseas 
Commonwealth populations were 
progressively raised, the oppor- 
tunities for effective and success- 
ful sales promotion would widen 
with them. If on the other hand, 
we keep our heads buried in the 
sands, we shall find that the 
population at home is fully sold 
and that sales promotion merely 
leads to higher selling costs. It is 
in the development potential that 
the sales promotion man should 
be most deeply interested and it 
is for that reason that his mind 
during the next five years should 
be focussed on the Common- 


wealth.” 
ROUND TABLE 


Of 12,012 men in Bristol’s Transport 


Industry more than 10,000 read the 
Evening Post. a.5.c. MEMBER. 
They “ carry”’ your Advertising Home 


Largest Sale in the West. Complete Marketing Data from LONDON OFFICE: 80 FLEET STREET. Tel. CITY 4975. 
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Miss Smith is 29 and unmarried. Earns £400 a year as secretary to 


a business executive. Goes to work by tube and, like two out of 


three other women tube travellers, never reads in the train, but — 


she sees the sites. 


and takes in what's on them. 
* Over |,000,000 owned by British Transport 


Every day millions of people of every age, every income group and every occupation 
see some of these million sites—on buses, trains, stations, vans and elsewhere. 
They may not all be travellers but, somewhere, somehow, sometime, they see the 
sites. Have you introduced yourself to these people . . . told them what you make 
... why it’s good . . . where to get it? If not, ring up or write — 

The Commercial Advertisement Officer, BRITISH TRANSPORT COMMISSION 
Cranbourn Chambers, Leicester Sq. Station, London, W.C.2. Phone: Temple Bar 3490 


SCOTTISH OFFICE: 7 CASTLE TERRACE, EDINBURGH. PHONE: EDINBURGH 31021 /2 
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The Aeceount Executive Is A Real Pillar 
Of The Agency’s Structure 


DVERTISING agencies 
Ait widely in size and 

elaborateness of organisa- 
tion. They vary also in their 
methods of organisation. But 
basically they all have the same 
kind of jobs to do, so that by 
describing agency functions and 


By C. G. QUETTON 


This is the first of two articles in which C. G. Quetton, formerly an 
executive of Lintas Ltd., now a consultant, discusses how the functional 
parts of an agency can be most effectively used and co-ordinated in the 
client’s interest. Here he stresses the importance of the “fact-finding” 
function, which must be exercised to obtain clear definition of the 


marketing problem. 


This calls for intelligent liaison, through the 


account executive, between advertiser and agency. Next week Quetton 


will discuss the planning and the creative functions in relation to agency 


their relation to each other it is 
possible to build up a fairly 
representative picture. 

There are two ways in which a 
good-sized agency may be organ- 
ised, and there is something to 
be said fof and against each. 

One is what has been described 
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organisation. 


as the “multiple group” system. 
The accounts held by the agency 
are divided into groups, each 
headed by a director. Each 
group is effectively a_ self- 
contained agency within an 
agency, in that it plans and con- 
ducts its own campaigns with its 
own staff, subject only to overall 
control by the agency’s board. 

The other is the “functional- 
ised” system. Here departments 
are grouped by function—re- 
search, media, copy, art, ete.— 
and the whole talent of each 
department is at the disposal of 
all clients equally, through the 
account executives. Heads of 
these departments are administra- 
tively responsible to the agency's 
directors, and the account execu- 
tive. relieved of management 
worries, is free to concentrate on 
his clients’ marketing problems 
and their practical solution. 

Because this system does ensure 
that the combined resources of 
an agency can be brought to 
bear on every account, it is the 
one I favour. It is on the assump- 
tion that this is the operative 
method that this article is written; 
though by its very nature, much 
of what I shall suggest will 
apply with equal relevance to the 
“multiple group” agency, or to 
the small agency in which each 
“department” comprises a staff 
of one. 


Service Is 
The Real Test 


The test of agency organisation, 
of course, is “Does it give 
proper service to the advertiser?” 
The aim of any discussion of 
agency organisation must there- 
fore be to suggest how the func- 
tional parts of an agency can 
be most effectively used and co- 
ordinated in the client's interest. 

In the broadest terms, there 


are two main divisions of func- 
tion. The first is Planning, the 
second Creative. 

Neither function can be said to 
be more important than the 
other; but the order is important. 
In solving an advertiser’s problem 
the agency must first work out 
what ought to be done and then 
decide how (i.e., the best way) to 
do it. 


o 
Defining The 
Marketing Pattern 


_ First, then, the “What” func- 
tion. It is quite possible to set 
up an organisation embodying 
little more than space-buying and 
creative functions and call it an 
advertising agency. This is, in 
fact, all that the earlier agencies 
were. It is true that money can 
be made in this way; but no 
agency can grow—and certainly 
few could even exist in'a competi- 
tive market—without offering 
advertisers a good deal more. 

Before a single word of copy is 
written or a single space booked, 
someone ought to have put down 
on paper a clear definition of the 
marketing problem and a pretty 
closely-reasoned case for the 
advertising policy that will best 
meet it. 

Such a process may have to 
take into account all kinds of 
factors of distribution, design. 
manufacture, price, packaging, 
competition, selling costs—quite 
apart from knowledge of con- 
sumer and dealer attitudes. Few 
advertisers are experienced 
enough to realise how such 
factors govern advertising deci- 
sions. The. agency should be. It 
is the agency’s job to elicit the 
facts it needs to form the 
Opinions it should then be com- 


(Continued on page 72) 
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conning 


Carmelite House, London, E.C.4. 


f 
Information regarding livestock may not 
concern YOU, but many manufacturers are 
very interested. 


ae oD 
vouvureds 


gives just these facts, together with[more than 


16,000 


other items of marketing 
information for 
70 Towns and Districts. 


Don't forget to refer to 
your copy when you 
are planning or 
considering a campaign! 
NORTHCLIFFE NEWSPAPERS 
GROUP LIMITED 


R. H. Penney, Advertisement Director 


Telephone: Central 6000 
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| AGENCY’S FIRST JOB IS TO ELICIT 


petent to give. Sometimes this 
means a lot of digging and may 
take a long time. Sometimes (not 
often) all relevant information 
might be got in a single inter- 
view with the advertiser. 

The capacity to give this essen- 
tial service has nothing to do 
with an agency's size. It depends 
solely on the capacity of the 
individuals involved. In a small 
agency the whole of the prelimin- 
ary thinking might be done by 
one man—perhaps the agency's 
head—who might also be its 
chief copywriter and perhaps 
contact man too. A _ large 
agency might need its own 
research organisation, marketing 
adviser, packaging expert and a 
whole list of other specialists. 
Large or small, it is simply a 
question of people with the 
requisite experience behind them 
and the capacity to use it. 

For this function, first of all 
a highly understanding liaison is 
necessary between advertiser and 
agency. This is (or should be) 
provided by the individual called 
by some agencies a “contact man” 
(it might, however, be a woman), 
by others an “account executive,” 
In so far as a title can define a 
function, the term Account 
Executive js certainly the better. 
There are still contact men whose 
main idea is to find out what the 
advertiser would like and pass the 
message on to the agency's 
mechanism. This usually produces 
crotchety clients and poor advert- 
ising and is probably the surest 
road to losing accounts; thus the 
“contact man” is tending to die 
out—as indeed are the agencies 
that still use him. 

The account executive, by 
contrast, is a real pillar of the 
agency's structure. As in any 
liaison job, he essentially plays 
a dual role. To the client the 
account executive represents the 
complete agency's capacity to 
give service. To the agency as 
an organism he represents the 
client's business with its particu- 
lar marketing (not merely advert- 
ising) problems. 


Experience, But 
Not Specialisation 


His position is, —_. one 
that should be reached only after 
years of experience. He must 
obviously know advertising prac- 
tice thoroughly (he need not be 
an expert in any branch) so that 
he can discuss intelligently any 
problems his client may present; 
again, he must be marketing- 
minded and capable of under- 
standing the client's business so 
that he can, in turn, interpret 
marketing problems to his 
agency’s advertising men. In 
some agencies he will go a good 
deal further than mere under- 


standing, often to the extent of 


| FACTS FOR CAMPAIGN PLANNING 


(Continued from page 70) 


being able, on the one hand to 
analyse a marketing question and 
on the other to frame policy and 
perhaps to guide creative work. 
Apart from all this, he must 


Intelligent 


Liaison 

The basis of good agency ad- 
vertising is facts; facts about the 
client, about his market, about 
his product, about his organisa- 
tion. Most of this information 
must be brought from the client 
to the agency. To organise this 
flow is one part of the account 
executive's job. 

At the same time the client's 
point of view must be inter- 
preted in the agency, and adver- 
tising technicalities explained to 
the client. 

These, too, are the account 
executive's concern. When he 
has established these channels of 
intelligent liaison—and only then 
—can efficient advertising be pro- 
duced by his agency. 


essentially be a good salesman 
for his agency. 


Place In 
The Hierarchy 


It will be clear that, within the 
framework of the agency, the 
account executive’s function 
(assuming the calibre of man out- 
lined) should come immediately 
between the general management 
(or proprietorship) and the oper- 
ative and productive functions. 
Its importance to the agency's 
business is such that any respon- 
sible account executive should 
have a director's status, not only 
so that he can meet clients at the 
right (or most effective) level, but 
also because he thus identifies 
himself more closely with the 


agency than with particular 
accounts. Of course, where 
head—or any director—of an 


agency has been instrumental in 
building the business by virtue of 
his broad advertising experience, 
he might ipso facto be acting as 
account executive on important 
(or in a small agency on most) 
accounts. But it should be a 
strict point of management that, 
though an account executive 
may (or should) be a director, it 
does not follow that any director 
will make a good account 
executive. 


(Next week: The Planning 
Function) 
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ADVERTISER'S WEEKLY 


Everybody wants to know 


What’s in The TATLER? 


Readers... spender readers... 
more than a million of them each 
week, want to know what is in The 
Tatler. When they know, they go 
out and BUY . . . because they can. 
For them nothing but the best will do. 


Advertisers... the shrewdest in 
the land... many hundreds of them, 
know that the pages of The Tatler 
represent (according to season) the 
premier market place for quality 
merchandise of every description. 


The Christmas Shopping Number 
of December 5 is still “open” for 
Black and White; just ring 
Mr. Carpenter on TEMple Bar 5444 
and your space requirements will 


receive his personal attention. 


W. T. CARPENTER, Advertisement Manager, Ingram House, 195 398, Strand, London, W.C.2. Telephone: TEMple 5444. 


Manchester Office: $5, “Niarket Street. 


elephone : "Blackfriars 4109. 
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Quick Facts 


You know of Harris and Sheldon as Shopfitters. Did 
you know also that they have the largest and most 
comprehensive Display and Exhibition Organisation in 
the country. Their top-line creative team and more 
than half-a-dozen factories can undertake anything 


from a single counter display to a complete exhibition. 


oe 
Exhibition Stands 
Exhibition Contracting. Design and fabri- 
@ cation. A Harris and Sheldon Stand 
* identifies a product as one of quality. 


Three dimensional Display 


Display Figures 


Harris and Sheldon Ltd. 


46 GREAT MARLBOROUGH ST. 
LONDON, W.! GERrard 8955-6-7 


LG.B. 
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Give The Retailer Facts— 
Then He Will Back You 


How does one persuade the retailer to help the advertiser ? 
Most manufacturers use a broadsheet to tell their dealers’ 
to “tie in with this biggest-ever, sales-pulling campaign.” 
Ne concrete facts—except perhaps that 25,000,000 advertise- 
ments will appear. ... Now a booklet has been put out which 
really gives the retailer a picture of the scheme in which he 
is to take part for his own—and the manufacturer’s—benefit. 


ANY are the wiseacres who 

have said that advertising 

falls down on its job if there is 

no reminder at the point of sale. 

And, without doubt, the wise- 
acres were right. 

The British retailer does, how- 
ever, possess a streak of indepen- 
dence and a resistance to all man- 
ner of coercion. Some manufac- 
turers have, indeed, found it quite 
a job to persuade retailers to fall 
in with their plans. 

It is difficult enough to demon- 
strate the necessity for display, 
but to give the retailer a picture 
of the campaign as well as an 
idea of the range of display 
material available is a problem 
not many firms have really ade- 
quately solved. 

It is true, of course, that the 
sales force must play a large part 
in getting dealer displays, but 
some resistance has been built up 
here because of the hard selling 
that some firms find themselves 
compelled to resort to. 

A good solution to the prob- 
lem has recently come our way 
from the Light Group of Philips 
Electrical Ltd., whose advertising 
agents are Erwin, Wasey & Co., 
Ltd. 


The heaviest and most wide- 
spread advertising for Philips 
lamps is running this year, spear- 
headed by a nation-wide poster 
campaign. To bring home details 
—_— = 


' ARE YOu USING THE 
} UFESIZE GIRL CUT-OUT? 


— - ¥ 


OByuBILATRION 


in the office, causes 


Consult 
PHILIPS ELECTRICAL 
_for all lighting problems 


| Paton Rete © Tete Rrnenens Ammo” Gouailt Sey Tera 


The retailer is shown life-size 
reproductions of advertisements 
that will draw people to his shop. 


of this effort to their retailers and 
to get their co-operation, the firm 
has published a Spirax-bound 
booklet which sets out the cam- 
paign outstandingly clear. 

After telling of the extended 
scope of the campaign, the intro- 
duction continues: “The successful 
poster campaign on London's 
Underground has been extended 


© LITERATURE 


A spread from the Philips booklet, which gives the retailer the facts. 
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Philips Booklet Gives Retailers 


The | acts—continued 


to cover all major areas; linked 


with it is a... Window display 
and striking sales aids. ... Make 
sure of your quota of extra busi- 
ness....” Seventy-seven words 


in all. And after that the retailer 
is given facts, nothing but facts, 

ihe poster being used is illus- 
trated—and retailers offered a 
folder detailing sites in their area 

on the same spread with a pic- 
ture in full colour of a window 
display that repeats in more 
elaborate form the theme of the 
poster. Having, by the juxta- 
position, brought home the impor- 
tance of continuing the advertis- 
ing theme at the point of sale, 
Philips offer installation and 
removal of such a display free 
of charge for a minimum show- 


ing of 14 days. 
Next section of the booklet is 
devoted to counter sales aids, 


of which eight are »illustrated. 
Described as the “star salesman 
of all our dealer aids” is a “Press 
and compare” set which contrasts 
two types of lamps and is oper- 
ated by the customer. There is a 
showcard featuring the “Instant 
Self-start” fluorescent lighting 
system, a card reminding people 
never to be caught without a 
spare lamp or two, a cut-out en- 
joining people to “replace with 
Philips lamps,” a life-size cut-out 


of a girl carrying a box of lamps, 
as well as features for specia! 
lamps such as infra-red. 

Main features of the next sec- 
tion, which deals with literature, 
are the general and special lamps 
catalogues. Broadsheets on fi'- 
tings and a number of specialised 
publications are also offered. 

Finally, the booklet deals with 
Press advertising for Philips 
lamps. This campaign is concen- 
trated in journals with specialised 
appeal, including the electrica 
trade and technical Press, photo- 
graphy journals, farming papers. 
and industrial journals. 

Reproductions of eight adver- 
tisements, one per page, complete 
the book except for a list of 
branches and sales offices. All 
but two of these advertisements 
are on fluorescent lighting and 
headed, in the style of the illus- 
tration on page 74, with polysyl- 
labic words (nigrification. obfus- 
cation, umbrageousness, tene- 
brousness, obnubilation, and 
nebulosity) meanings of which 
are fortunately explained in the 
copy. 

By sticking to the bare facts 
and letting |pictures tell the story, 
Philips give the retailer a fine pic- 
ture of the campaign in which he 
is asked to take part—to his and 
Philips’s advantage. 
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NEW BOOKS REVIEWED 
Industrial Design In Advertising 


U.S. Industrial Design. Edited by the 
Society of Industrial Designers. (Studio 
Publications, Inc. 44s.). 

Good advertising can never sell 
a bad product. ¢ of the first 
things an advertising man wants 
to know when asked to plan 4 
campaign is “What are the selling 
points of the product.” These 
facts provide the links—and they 
are becoming increasingly close— 
between industrial design and 
advertising. . 

This book illustrates the scope 
and variety of the services 
rendered to American industry 
and consumers by technical de- 
signers. Through domestic equip- 
ment, transportation, commercial 
and professional equipment and 
packages, jt presents industriai 
design as a process which is 
enabling the American manufac- 
turer to increase his markets and 
expand his export sales, 

It is of particular interest to the 
British business man, particularly 
designers and advertising men, 
for all the products discussed 


domestic equipment is universally 
acknowledged and the rapid 
strides made are clearly indicated 
in this book by illustrations of 
automatic washers, vacuma 
cleaners, television sets, thermos 
containers and other things which 
do so much to ease the American 
housewife’s duties. 


But perhaps the most useful 
section of this book is the chapter 
on packaging. It is pointed out 
that, according to psychologists, 
eighty-five per cent of all humana 
perception is channelled through 
the eye and therefore, the manu- 
facturer is identified and judged 
by the packs in which his pro- 
ducts are sold. 


“The package,” the authors 
state, “is in many cases the most 
intimate contact between a com- 
pany and its customers because ii 
is purchased and taken home. It 
must be more than an advertise- 
ment at the point of customer 
contact, more than a billboard to 
have recently appeared on the tract attention and win a sale. 
American market. It analyses !t is the body and the face by 
the devices by which the designers Which the company will be 
have been able to make an effec- Judged, and its dress will brand 
tive contribution to American in- the company either high or low in 
dustry. public esteem. 
The high standard of American 
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Broaders reDiges 
bs 1,820,000 
Omgy, and the 
age rate is a 
bargain / 


Reader’s Digest 
READERS PAGE COST PER 1,000 

1,820,000 women .. - . Sf? 

aor 980,000 ABC women... - 6/04* 

EEKLI 480,000 AB women ie .. 13/64.+ 
cite? 00 * Cheaper than any magazine of equal or higher 
@ readership. 
THE HULTO? atc Y shows ws to: t Only “Vogue” reaches more, more cheaply. 
The Reader's aches more wo id the way 
any women’s monthly magazi 
any monthly magazine. It re 


Of all magazines, The Reader's Digest is the cheapest 
for reaching : a total of over 44 million readers ; over 
" money—more cars, radios, 
lower page cost thy 
equal or fe \\] ; 


That puts Th 


2 million ABC readers; over a million AB readers 
household appliances, than the national 
the media you'll Cons 


over 2} million men; over a million ABC men. 
average. 90 per cent of them read The 
Digest right among 


(Based on 1951 Hulton Readership Survey, at page rates 
Reader's Digest at home, where such current on Ist June, 1951.) 
t—if you're interested purchases are planned. 

na rate of 3/7d. per page per thousand women 

readers. 


— 66 per cent pass them on to other readers 
i icking up each Only 8 per cent throw them away 
What sort of women? The panel on the gi i { han the readers 
gives some details by class. And they are o} 

young side—almost tw i 


Like to know more? Your office should have 
ived our “Readership Digest”—a useful 
 s apepe of comparative cost tables and 


@arts on magazine readership, with other data. 
If your copy has gone astray, let us know, 
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TRADE & TECHNICAL ADVERTISING 


\GENT-CLIENT PARTNERSHIP 
PRODUCES BEST RESULTS 


By J. L. McEWAN, 
Director, Greenly’s Ltd. 


“Why so much fuss about the handling of technical accounts?” asks our contributor. General 
advertising agents, he contends, are trained to interpret their clients’ messages, whether the 
subject is technical or not, and a simple partnership between agent and client will produce 


the most forceful advertising. The balance of this co- 


operation is upset if the agency employs 
flexibility and a 


technically trained men, for they will be too closely involved in the story ; 
great deal of creative scope is therefore lost. 


GREAT advance in presen- 
A tation has, clearly, been one 
of the most interesting post-war 
developments in technical adver- 
tising. By this I do not mean 
the so-called “agency styling” 
(which at times can be merely 
window- dressing). There has 
been a real improvement in 
imaginative approach. 

It appears that many people 
have at last come to realise that 
engineers and technical men are 
normal human beings! Contrary 
to common belief they are not for 
ever thinking in terms of techni- 
cal formula or making meals of 
algebraic equations! 

Most engineers are artists in a 
sense, and, like people in other 
walks of life, they are refreshed 
and interested to see imaginative 
advertising, provided, of course, 
it has a good point and is not 
sheer pretentiousness. 


More Agencies, 
Higher Standard 


The improvement in technical 
advertising has undoubtedly been 
due to the increasing number of 
agencies being drawn into consul- 
tation by technical firms. This 

{ gained its impetus during 
the war, when many technical 
firms found themselves in a posi- 
ion to advertise on a far greater 
scale than before. Their attitude 
towards advertising and advertis- 
ng agencies became more flexible 
han it had ever been. 

lf this is true and the best 
\.mples of technical advertising 

igency handled, the question 
rises as to whether the outstand- 
developments in this form of 


advertising have been promoted 
through a full scale handling by the 
agencies concerned or by simple 
partnerships between advertisers 
and agents, differing in no way 
from the relationship that exists 
in non-technical fields. 

I consider (and it can only be 
an opinion) that the partnership 
basis has proved more progressive 
and fruitful. No agency can 
possibly hope to duplicate on its 
own staff the high qualifications 
and day-to-day experience that 
go to make the average executive 
in a technical organisation. In 
fact, any such attempt at dupli- 
cation can only mean arguments 
on “red herrings” and unnecessary 
stress on unimportant side issues. 
An agency. _copywriter or 
visualiser claiming to possess 
technical khowledge (which after 


all can only be of a general nature 
and therefore superficial to a 
great extent) very often acts as 
a brake on resourcefulness in the 


presentation of technical facts. It, 


seems that such a man is so con- 
cerned with the “woulds” and the 
“shoulds” in the story that he 
never manages to disentangle 
himself to look at the whole issue 
in a flexible way. 


The Client Does 
Know His Business 


One must always assume that 
a technical manufacturer knows 
his business. Provided the agencv 
has enough people on its staff 
jkilled in interpretation, a straight 
forward partnership between th: 
two organisations should ensuis 


constantly interesting presentation 
of the technical facts. 

It has been argued that al- 
though a client may know his 
business, he very often does not 
possess the ability to explain his 
processes to a general agency, 
even though it may possess staff 
who are skilled in presenting 
technical products. Surely, the 
position is no different from that 
which can prevail in the advertis- 
ing for goods appealing to the 
man in the street. The agency 
has literally the same task in both 
instances— the interpretation of 
facts. Is it not the first require- 
ment of an agency to be able to 
search for and present the facts 
no matter what the product may 
be? I have never found a “techni- 
cal manufacturer” unable to ex- 
plain his product and processes in 
such a way that an intelligent 
agency cannot understand, 


Too Much 

Fuss ! 

There seems to be far too much 
unnecessary pother about this 
aspect of handling technical ad- 
vertising; any attempt to build 
this comparatively simple co- 
operative effort between adver- 
tiser and agency into a comphi- 
cated mystery should be regarded 
by the technical advertiser with 
suspicion. 

If an agency purports to be 
skilled in the art of expressing the 
merits of a product into advertis- 
ing terms, it does not matter 
whether the subject be a lipstick 
or a locomotive. 

Advertisers should discard any 

(Continued on page 8) 


An example of how a technical advertiser can use his offices for public relations displays is instanced by 
these windows at the London office of Thos. W. Ward Ltd. These offices are situated at the northern end 
of Waterloo Bridge and the displays have caused considerable interest among visitors to the South Bank 


Exhibition. Twenty window panels are used, each featuring one of the company’s activities. 
double windows are fitted in these offices a space of only 4 in. was available for the displays. 


Because 


DONALD MACDONALD 


64A BRIDGE ST., MANCHESTER 3. Tel. DEA 6622 


92 FLEET ST., 


LONDON €E.C.4. Tel. 


(ADVERTISING) LIMITED 


CEN 9909 
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(3 The product was good. 


why = 


'! advertising was sound. 


2 


The Salesmen were * keen. But 


Store Buyers were bie half-hearted 
alse Gh 


And Sales Assistants indifferent 


‘So the Sales Chart disappointed [= 


Then they ae eg thE the weak 


link. Got the 


and proved with rousing cheers oy 


from all sides ha ITS NOT A 


CAMPAIGN IF IT DOESNT 
INCLUDE 
THE DRAPERS’ RECORD 


A BASIC PART OF ANY TEXTILE ADVERTISING SCHEDULE 


HEAD OFFICE: 
Kings Bourne House, 229/231 High Holborn, 

London, W.C.1. CHAncery 6291. 
BRANCH OFFICES: 
Manchester: 10 Piccadilly Central 1806 Birmingham: 12 Cherry Street Midland 4708 
Leeds: 4 Wormald Row, Albion Street 28654 Leicester: Phoenix Bldgs., Berridge St. 23661 
Glasgow: 58 West Regent St. Douglas 6481 Belfast: Ulster Bank Chambers 28268 
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HEOLEY, BYRNE & CO. LTD. 


D. TRAPOW & CO. LTD. 


Manufacturers of the 


‘NEWMAN’ 
LABELLING 
MACHINE 


to reach makers of preserves, 
pickles, milk products, soup, 
pastes, etc. 


FOOD MANUFACTURE 


17 Stratford Place, London, W.1! 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


MONTHLY journal 
LA. covering Production ; 
Refining ; Storage; Distri- 
bution. PETROLEUM 
is read by technologists 
throughout the world. 


PETROLEUM 


{ is another 
publication of the 


ONARD HILL 
ECH NICAL GROUP 


MANUFACTURING CHEMIST 
[EXTILE INDUSTRIES & FIBRES 
PAINT MANUFACTURE 
WORLD CROPS—ATOMICS 
POOoD MANUPACTURE 
CHEMICAL ENGINEERING 
POTTERY AND GLASS 
BUILDING DIGEST 
MUCK SHIFTER 
PETROLEUM 


All published at 
17 Stratford Place, W.1 


Specimen copies on request 
A ———————— 
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TRADE & TECHNICALSADYERTISING 


Technical Print Review has acquired a new author. Starting 

this month, it will be conducted by J. M. WILLIAMS 

who recently contributed a very successful series of articles 

on technical advertising problems and needs. His start is 

auspicious, for the first piece of print that was passed to 

him—and to which he devotes a considerable part of his 
allotted space— is, he considers, 


A Masterpiece, By I1.D.A. 


NCE in a lifetime of every 

reviewer of print—even a 
reviewer of such monotonously 
mediocre print as is produced 
the year round by most run-of- 
the-mill technical advertisers— 
there must occur the moment 
sublime when a wrapper is un- 
done to reveal a masterpiece of 
production. That moment in 
my life came shortly after 1 had 
agreed to take over this column 
—surely a propitious start. 

Under the modest title Extru- 
sions in Aluminium, High Duty 
Alloys Ltd. have issued what must 
surely be one of the most com- 
plete, truly technical books on 
that subject yet published. This 
book is in essence a catalogue, 
because it describes and illustrates 
in great detail the bars, angles, 
channels, beams, tees, tubes, the 
miscellany of shapes, sizes, sec- 
tions and types of extrusions pro- 
duced by that company. This 
catalogue, however, defies descrip- 
tion as such. It has the character 
of a book—and an important 
book; it is book-sized, book-bound 
and handles like a book. It is, in 
fact, an engineer's bible on the 
subject of extrusions. 

As such, it is a Very Importan: 
Publication. 

It falls into seven distinct parts 
First, an introduction-with-a 
difference. This could have outlined 
the company’s history, empha 
sised its size and eminence; it 
could have involved a long and 
highly technical preamble abou 
Hiduminium. Instead, it go 
straight to the point, describing 
less than 150 words the essentia 
properties of that alloy and then 
proceeding in simple terms to ex 
pound a straightforward explan: 
tion of the extrusion proce: 
Nine pages of masterly phot 
graphs follow to take you on 4 
quick tour of the process in 
action. Then, without further 
ado, seven pages of general notes, 
leading up to the specification 
pages which fill the remainder of 
the book. 

Each part of this book js 
printed in two colours; the intro- 
duction has grey for its second 


colour and those parts dealing 
individually with aforesai bars, 
angles, etc., have each the own 
distinguishing colour, m ga 
grand total of eight, inde« in- 
cluded. To each also is 2 \en its 


own thumb index carried out in 
its own colour, and laminated 
with transparent film as a stiffener 
and protector. 

Miscellaneous meta] sections, 
in their part of the book, are 
pictorially 
greatest detail: blueprint repro- 
ductions of these fascinating 
shapes with full dimensions leave 
nothing to the imagination. There 
are essential tolerance and con- 
versation tables. And, of course, 
an index, the piéce-de-resistance 
of which is a pictorial feature 
ilustrating sections of all extru- 
sions and providing a visual short- 
cut to easy reference. 

This unusual book, compiled 
for engineers, has a special signi- 
ficance for everyone engaged in 
technical advertising, not only 
because jt has been planned with 
the utmost forethought and pro- 
duced with painstaking attention 
to detail; nor because it is costly, 
beautifully designed and impec- 
cably set. Rather, because it pro- 
vides physical proof that technical 
print can be superbly done and 
that at its best nothing can hold 
a candle to it. Books such as 
these are the complete vindica- 
tion of the part the agent can 
play in producing technical 
material. Having said which, let 
us spare a bow for the advertiser 
and thank him for what is ob- 
viously very much a joint effort. 

7 - * 
AND Now, from the sublime to 


the cinema catalogue. Before me 
is a catalogue entitled Everything 


for the Cinema and Theatre. lt | 


has 128 pages, Wiro-bound, some 
of which for no apparent reason 
are printed in two colours. Grac- 
ing these pages are a minimum of 
nine different type faces, of 
which five appear together on one 
single page. A generous sprink- 
ling of hand lettering is thrown 
in for good measure. The index 
lists over 350 items in alphabeti- 
cal order, but a leaf might well 
be taken out of the quarter- 
master’s book for clarity’s sake. 

In their covering letter, G. B. 
Kalee Ltd., who make or market 
this equipment and produced the 
catalogue, think we will agree that 
it is the most comprehensive cata- 
logue ever issued to the cinemato- 
graph industry. That may well 
be, but there can be no grounds 
for supposing it is the most 
readily comprehensible. 
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Paint 


presented in the | 


Oil and 


olowr 


JOURNAL. 


The oldest and best informed 
journal in the trade. Known all 
over the world. It is a journal 
with a personality, and because 
of that all the executives read it. 
Rate card & full particulars from 8 
Ludgate Broadway, London, E.C.4 


Make Sure your 
Advertisement is read by 
Shipowners, Shipbuilders, 
Marine Engine Builders. 
By using the advertisin 
columns of THE SYRE 
AND SHIPPING your 
name will be kept in 
front of the leading 
Shipowners, Ship- 
builders, Ship repairers 
and Marine Engine 


Builders at home and 
overseas. 


THE SYREN 


AND 


SHIPPING 


is the only weekly Shipping 
paper to publish monthly lists 
showing Tonnage under cons- 
truction at home and Overseas 


Send for a specimen copy and rote 
card to: 

SYREN & SHIPPING LTD. 
26-28 Billiter Street, 
London, E.C.3 
Phone: Royal 5322 
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NOV.8&15. 


aD 


SHOW NUMBERS... 
the issues of the year for advertisers and readers 


Comprehensive and authoritative, these Show Numbers SHOW REPORT NOV. 15 

provide complete coverage of the International Cycle —_ Editorial comment on design and other technical trends 
and Motor Cycle Exhibition, Earls Court, Nov. 10-17. _ for 1952; fully illustrated stand-by-stand report of all 
As the most important issues of the world’s foremost motor cycles, autocycles, motor scooters, bicycle pro- 
motor cycle journal they will be studied and retained _pulsion units, three-wheelers and sidecars; review of 
by enthusiasts in every country. new technical features ; many other special articles. 
SHOW GUIDE NOV. 8 race Circulation, in excess of 150,000 for ordinary issues, 
Published two days before the Show, this will include— ‘ ; A . 

the best routes to Earls Court; notes on parking facilities ; mill be increased to the maximum permitted by 
detailed plan of the stands ; full list of exhibitors, and printing facilities. These superb Show Numbers offer 
advance information on the Show’s highlights. the year’s best advertising opportunity ! 


Linking Britain’s manufacturers 
with the world’s motor cyclists 


DORSET HOUSE, STAMFORD STREET, LONDON, S.E.1 +» WATERLOO 3333 (60 LINES) 
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THE TRADE PRESS 


FILING FOLDERS 


HAT happens to all 
those thousands of bro- 
chures, leaflets, folders 
and price-lists sent by suppliers 
to their retail customers, either 
through the post or as insets in 
the trade papers? The questicn 
is prompted by the increasing 
number of loose insets which 
have been dropping out of my 
copies of weeklies and monthlies 
recently 
[his inconvenience annoys me 
personally, but that is by the 
way; 1 cannot dispute the fact 
that the increase in the use of this 
method of publicity must be 
based on good results. It cer- 
tainly ensures that the message 
reacnes tnose for whom it is in- 
tended. But what then? Is there 
any lasting value, or are these 
eaflets and brochures thrown 
into the salvage bin or simply 
added to the pile of similar 
matter on the shelf? 
Everybody concerned, ob- 
viously, would like to see these 
informative efforts retained and 
put to the fullest use, but, as a 
n the Jronmonger (Sep- 
r 1) points out, with prac- 
, every post bringing a new 
|, brochure or small cata- 
_ it is often quite a prob- 
» know just where to put 
o that they can be quickly 
{ at a Moment’s notice. 

\ leaflet for some new tool, 
for example, may be put at the 
front or back of some larger tool 
catalogue. So far so good; you 
know where you have put it, but 
what about the rest of the staff? 
Wil they know where to lay their 
I on it in your absence? 
{hen again, will you yourself be 
able to remember in six months’ 

into which tool catalogue 
put it?” he asks his fellow 
ers. 

vhen he took over as buyer 

hardware and tools for a retail 

he found brochures and 
ogues all stuffed into a meat 
just as they had arrived. 
article explains the simple 
n he adopted at negligible 
ase (“filing cabinets are best, 
they are expensive and, in 

y cases there is not the room 

pare for them”), with the 

it that now everyone con- 
ed knows exactly where to 
all the information without 

own and the customer’s 


writer 


\ll credit to the /ronmonger 


TRADE & TECHNICAL ADVERTISING 


By Scrutineer 


Retailers 


get snowed under with print matter in all shapes 
and sizes. Most of this literature is likely 


to be of use 


described in one trade press article Scrutineer found this 
month, 


for publishing this reader-aid 
article, which covers an aspect of 
selling so often overlooked. 

* * ” 


HE leading article in Men's 

Wear (September 1), referring 
to price reductions, says present 
day circumstances represent a 
challenge to the trade to revive 
the art of sales promotion and 
to apply it with vigour. The 
following week's issue contains a 
five-page article which suggests 
how the retail outfitter can meet 
the challenge and “overcome the 
dangerous mood of depression 
which threatens.” Sections are 
devoted to the trader himself, his 
shop, his selling, his advertising 
and his displays. 

Calling for better use of space 
taken in local papers, the writer 
says: “Advertisements must have 
a novelty or ‘mystery’ theme; 
they must command attention by 
virtue of their unusualness. There 
is no need to become a stunt 
merchant to achieve this end. On 
the contrary, the big, bold prices, 
and the ‘slashing reductions’ of 
the stunt merchant are seen, but 
rarely read, by the people looking 
for news of what's going on in 
the district.” 

” * * 


“_ Leather Publicity Council 
has launched its campaign to 


tell the public the health reasons 


for walking on leather. 
Commenting on the campaign, 
Shoe and Leather Record (August 
30) declares: “It cannot be denied 
that the tanners are faced with 
extraordinary difficulties, while 
the threat of alternatives looms 
even larger in the light of the 
relatively high cost of leather. 
Under such conditions it wil! be 
agreed that . . . this is an oppor- 
tune moment to launch the cam- 
paign. The organisers seem to 
have spared no effort, for adver- 
tising will be on a lavish scale, 
and the introduction of competi- 
tions will help to draw public 
interest to the campaign.” 
* * * 
HE first issue of Gifts and 
Fancy Goods, official organ 


of the Fancy Goods Association 
(dated September) says there has 
been a growing need for a trade 
publication which will truly 
reflect the ideals of the trade as 
represented in the Association. 
The paper will offer to buyers 
throughout the world an up-to- 
date merchandise news service. 


* * * 


HAT constitutes a show- 

card? In a letter to the 
editor of The Outfitter (September 
15) a reader writes: “Three weeks 
before time, we have just received 
our order of overcoats from a 
well-known firm. A footnote on 
the invoice, totalling considerably 
more than three figures, reads: 
‘Showcards Enclosed.’ 

“I forward one of the two to 
give you an idea of how much 
this firm can know of retail- 
ing. I feel it will make you 
smile as well as feel disgusted— 


as I am.” 

editor adds that the 
“showcard” enclosed with this 
letter measures 34 in. wide by 
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FOR FUTURE FINDING 


about 2} in. deep. “However, it 
might be useful for ‘discreet’ 
ticketing”! he remarks. 

* * * 


SMALL magnifying viower 

for 2 in. by 2 in. colour 
films is being used by R. Griggs 
& Co., Ltd, of Wollaston, to 
show their range of “Mythik” 
ladies’ casual shoes. 

According to Shoe & Leather 
News (September 20) the idea was 
adopted “in an effort to short- 
circuit the delays experienced jn 
the production of catalogues, 
where too often by the time the 
illustration is in print the shoe 
has lost its appeal. The viewer 
enables fully-coloured examples 
of new models to be shown to 
the customer within a matter of 
days.” 

Any comments from the print- 
ing and block-making sections? 

* * * 


HE September number of 

Games & Toys carries a 22- 
page inset devoted to the sales 
promotion tie-ups with the Eagle 
children’s weekly. Twenty-two 
licensees are named, their pro- 
ducts including braces, ties, 
scarves, greeting cards and lamp- 
shades, as well as toys, Eight 
and a half pages of the supple- 
ment carry ads. for producers of 
“Eagle” toys, who also get a 


(Continued on page 84) 


j 


WATIONAL PUBLICITY 
for Leather 


YOUR LIVELIHOOD 15 LINKED WITH LEATHER 


Mr. Alexander of Aberdeen and Mr. Peters of Penzance, 
like milbons more throughout Britain, opening their 
daily newspapers, are learning about leathers umique 
feature: BR EA THING. Even the most isolated 
farmihes will now discover that & stands for Leather 


LEATHER PUBLICITY 
COUNCIL 
LEATHER TRADE HOUSE 

BAnTER ST ow 


National publicity on a co-operative basis has been launched by the 
leather trade. This double-page spread from “Shoe and Leather News’ 
was used to warn the trade and get their co-operation. 
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=} MLM 

ie z An entirely New . 

. 2 NATIONAL TRADE PRESS LTD z 

2 publication = 

Gai = HOUSEHOLD TEXTILES & DOMESTIC LINENS is an entirely new 2 
= publication produced by The National Trade Press Ltd. published twice , 

= each year, March and September, commencing 1952, and will have an = 

z international circulation, 50°, of which is in Britain. z 


Before embarking upon this new publication numerous interviews were 


had with Household Textile buyers in more than 60 Stores in Britain and 


it is already assured of a great reception, because up to now, this particular 
trade has been without its own trade paper. 


TA RLAUL 


This new publication will appear very much on the lines of “ Linens & 


HAUL ARSON 


Domestics ** now published in America, with one essential difference. 


Wil 


A FN Bi MS abe NRE A ae ey onan, 


VAAN ALOULALUAHHAHE 


It will be sectionalised into four main sections :— 


TM 


wears 


ULI 


Section 1. Sheets, Sheetings and Pillow Cases. 
. Section 2. Towels, Bath Mats, etc. 


iAMUHMBA dT 


AANNUNSAUMAL TAU 


F Section 3. Table Cloths, Napkins, etc. = 
a Section 4. Bedspreads, Quilts, Blankets, etc. 2 
ag = 

| = The quality of presentation will be in keeping with other National Trade 3 
= Press publications, such as “ Fashions & Fabrics” and its circulation = 
will be concentrated entirely among buyers in wholesale and retail trades. = 


For details of available space please apply to The Advertisement Director: 


HOUSEHOLD TEXTILES 
& DOMESTIC LINENS 


WA 


= DRURY HOUSE, RUSSELL STREET, DRURY LANE, LONDON, W.C.2 = 
= Telephone: TEMple Bar 3422 (17 lines) = 
= Northern Office: 12 St. Ann's Square, Manchester. Telephone: Deansgate 3277/9 4 = 
VX 
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TRADE & TECHNICAL ADVERTISING 


| Filing Folders For Future Finding—continued. 


mention in the “editorial.” The 
main article by the editor of 
Eagle, Marcus Morris,, tells the 
story of the founding of Eagle 


| magazine and the idea behind it. 


* * * 


= HY remind him of her 
clothes?” asks Men's Wear 
columnist “The Tatler” (Septem- 
ber 1) referring to London 
Underground station posters of 
Rego Clothiers Ltd. The posters 
are headed “These are the clothes 
that cost men less,” and a panel 
in the centre features different 
men’s garments week by week. 

Recently, a woman's coat 
appeared in the panel and men 
were told “It’s your wife’s turn 
this week.” 

“All very nice for the wife, 
maybe,” writes “The Tatler,” 
“but is it good psychology when 
appealing to men to buy for 
themselves, to remind them of 
other financial responsibilities, 
which they may have temporarily 
forgotten? Personally, I don't 
think so.” 

* * * 


HE Furnishing World (Sep- 

tember 7) tells how the op- 
portunities afforded by a good 
catch-line were developed by 
Bevan & Co., Ltd., at Cardiff. 
The firm’s sales were advertised 
as coming “once in a lifetime.” 
When H. S. Cohen, branch man- 
ager, wished to push his carpet 
sales the idea that he finally 
decided upon was an offspring of 
this phrase. 

Mr. Cohen told a Furnishing 
World correspondent: “I turned 
over in my mind the word ‘life- 
time’ and thought of a life 
sentence. After studying the 
angles. I struck upon a line which 
appealed to me because it had 
punch.” 

The new line was: “You can’t 
escave.” To put this well in the 
public’s eye, three men with 
sandwich boards were employed 
to walk through the streets in 
white. arrow-marked overalls. 
carrying for effect the ball and 
chain! 

* . 

UCH importance jis a:tached 

by the Drapers' Record to 
Wool Fashion Week that a special 
24-page supplement is devoted to 
the event in the September 29 
issue. Introducing the feature, 
the journal says it is the answer 
for retailers who wish to check- 
up on their knowledge of wool 
fabrics, how to make the best of 
their windows during the Week, 
or how to describe merchandise 
accurately. 

A special article on the 
development of taste and style 
gives the background to fashion 
changes and shows how they are 
related to other fields in the 
trade. 

The feature is designed in 
booklet form and, as much cf 
the information in it is of lasting 


usefulness, readers are asked to 
detach it from the centre of the 
issue, keep it and see that their 
assistants read it. 


* * * 


HE Fish Friers’ Review runs 

a feature which, to my know- 
ledge is unique among trade 
journals. While many trade papers 
burst occasionally into rhyme, 
this journal] devotes a full page of - 


The frontispiece of a Wool 
Fashion Week supplement in 
“Drapers’ Record.” 


humorous verse every month to 
the exploits of “Charley.” Each 
instalment consists of 26 four-line 
verses in the style made famous 
by Stanley Holloway. 

The recording of Charley's 
exploits in the Review began 
with the story of how he was 
knighted for taking the king his 
fish supper. In a later episode, 
Charley sacrificed his knighthood 
in high dudgeon because an un- 
expected Commons _ division 
emptied his shop of the M.P.s 
among whom he had built up a 
large clientele. 

The verses are usually topical, 
and Charley has been involved 
with a flying saucer, has stolen 
the limelight at the Manchester 
Catering Exhibition, found him- 
self entangled with several per- 
sonalities of current B.B.C. 
variety shows, and has helped 
Messrs. Morrison and Stokes to 
complete the Festival exhibition 
on time! 

In the July issue of the Review, 
which was devoted largely to a 
report of the annual conference 
of the National Federation of 
Fish Friers, Charley's experiences 
at a conference are recorded. 
Typically, he got the date wrong 
and found himself, unknowingly, 
at a conference of “The Corset 
and Staymakers’ Guild,” with 
devastating results. 

Like the cartoons which fre- 
quently appear in the journal, 
these verses are staff efforts, 
generally closely related with 
trade activities. 
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SIMPLE PARTNERSHIP 
PRODUCES RESULTS 


(continued from page 78) 


impression that their products can 
onty be handled by people who 
range up with them in technical 
qualifications, because this fact in 
itself is an immediate form of 
duplication, and indeed in many 
circumstances a restricting factor. 

lechnical journals could con- 
tribute much to the spreading of 
the correct attitude of mind here. 
Some of them foster the belief 
that the advertising for their 
pages must essentially be confined 
to specialists, 


Specialisation 

Or Flexibility 

As cegards the agencies them- 
selves, | would suggest that if any 
director or account executive has 
been schooled to believe that his 
clients’ work can only be given 
to a confined number of writers 
and visualisers, he is creating un- 
necessary trouble for himself and 
doing his client a disservice by 
not reaching beyond for flexibility 
of outlook. Intelligent grasp of 
detai! should signify the trained 
creative man, whatever the subject 
he may have jn hand. 

There are plenty of agencies 
which can serve even a small tech- 
nical firm intelligently and with 
sufficient imagination to make the 
greatest possible impact with evea 
a limited amount of money to 
spend. Perhaps good guidance to 
give a small technical firm is to 
suy that they should go to a suii- 
ably sized agency that has already 
been associated with the success- 
ful advertising of products to the 
housewife. This is just as much 
a reassuring factor as if the 
agency concerned had success- 
fully handled a very technical 
product! 


Seasonal Trading In 
Textiles Again, 
Says W.T.A. 


Monthly statistics of sales and 
stocks for August, prepared by the 
Wholesale Textile Association in 
collaboration with the Bank of 
England, confirm that there is a 
decided tendency for a return of 
seasonal trading, as was eo! 
experienced prior to 1939. A grap 
of the index figures from January 
1950 to August 1951 shows that this 

rs trading from March 1951 has 
followed a fairly similar pattern as 
lid last year’s results. The chief 

flerence is that for sales the 
cline has this year been consistent, 

d now stands at a similar index 

» for August last year. 

line in sales last year was not 

inuous, the fall taking an up- 

d turn during the month of May 

Stock figures reflect a differ- 

course from last year. In 1950 

was a steady climb from 158 

March 1950 to 183 in August 

5 This year, however, the up- 

d movement started in May, 

n 159, and has soared to the 

sually high figure of 225 in 

ust. The average level of stocks 

ing 1950 was 163. 
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ADVERTISER'S WEEKLY 


Big Chance For 
Commercial 


Photographers 


Only four advertising photo- 
graphs out of a total entry of 
5,259, in all classes are dis- 
played at the Royal Photographic 
Society's 96th annual exhibition, 
now on view at 16 Princes Gate, 
S.W.7. 

L. E. Hallett, secretary of the 
Society, told ADVERTISERS 
WEEKLY: 

The R.P.S. feels that as so 
much every day photography is 
for industrial and commercial 
purposes—advertising included, of 
course—there should be a con- 
siderable selection of top-rate 
prints of this class submitted. 
Entries in this class were few. 
In future years we hope commer- 
cial photographers will see that 
their very valuable work is ade- 
quately represented, at least by a 
substantial increase in the number 
of entries submitted. Whilst one 
appreciates that they have their 
own trade show-places, this exhi- 
bition attracts a total attendance 
of between 20,000-25,000 in 
London and the provincial city at 
which the prints, etc., have their 
second showing. For personal 
and business reasons jt is also im- 
portant that their work should be 
represented if this exhibition is 
to be a true reflection of the best 
of all types of contemporary 
photography. 


6,500 Members 

The Society’s 6,500 members, 
one fourth of them resident over- 
seas, and highly skilled photo- 
graphers from 25 countries sub- 
mitted over 5,250 prints, films and 
transparencies, from which just 
over 900 are on show. 

In the Pictorial Section of 126 
prints, the selecting committee 
has obviously been influenced by 
the honoured tradition of past 
shows, or else the section is pull- 
ing in only a certain type of ex- 
hibitor, 

There are prints by processes 
such as the Fresson, Abraison 
Tone, Gum Bichromate, whose 
apparent relationship to photo- 
graphy is only slight. Many of 
these make fine pictures, but so 
}much manual and mechanical 
manipulation has been exercised 
in their production that one 
queries their right to the term 
“photographs.” On the other 
hand, there are some excellent 
photographs. 

A curiously termed “Record 
Photography” section contains 97 
prints amongst which are some 
infinitely better photographs than 
many of those in the Pictorial 
Section: better in composition, 
originality of conception, execu- 
tion and photographic technique. 

Over 250 colour transparencies 
underline how far colour prints 
lag behind, in quality and bril- 
liance; and confirm one’s long- 


held belief that the full possibilj- 
ties of photography are only to 


| be realised in the transparent 


image. 
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Write for free samples and see for ) 
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and 29. LUOGATE Hiil. LONDON. E.C.4. 
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| _ Resorts’ Smaller Ads. 


Still Get The Replies 


By W. Foster, 


Director of Attractions and Publicity, 
Blackpool Corporation. 


ESORTS have power to 

levy a rate of 3d. for adver- 
tising purposes under the Local 
Government Act 1948. This 
means that many, where catering 
for the visitor is practically the 
sole industry with a capital of 
millions of pounds at stake, 
might have expenditure limited 
to three thousand pounds or less. 
Fortunately, Blackpool retains 
certain old powers in addition, 
and can;now legally spend up 
to a_54d. rate. 

Thus, while advertising rates 
have shot up, the money available 
for advertising has scarcely in- 
creased at all in recent years, and 
we find ourselves unable to ad- 
vertise as much as in pre-war 
years. Resort advertising there- 
fore occupies smaller spaces. 

But we have found that we can 
pull as many, or even more, in- 
quiries from smaller spaces when 
appearing in feature columns, 
than we do from an advertisement 
twice the size in the run of the 
paper. 

Because more resorts have ad- 
vertised since they received 
Parliamentary power to do so, 
there are now far more taking 
a holiday away from home than 
was the case ten or twenty years 
ago. The rush was greatest in 
the immediate post-war years 
when dem bilisation was taking 
place, gratuities were being paid, 
and money was flowing fairly 
freely. As a number of resorts 
were then only just re-opening 
and there was a shortage of 
accommodation in most places at 
the peak period of the year, this 
caused inquiries to be made 
earlier and earlier. In pre-war 
days we caught the market if we 
commenced the summer advertis- 
ing between Easter and Whitsun- 
tide, but now we have to start 
in January. 

Although the peak period for 
visitors is still during the last 
week in July and the first in 
August, guide inquiries in all re- 
sorts are greatest in February. 

During the later years, too, 
there has been a decided tendency 
for the holidaymaker to travel 
much further afield. Some resorts 
now use only the nationals and 
Sundays, and while these get by 
far the greater share of the Black- 
pool allocation, I still try to find 
money for some coverage through 
the provincial Press, particularly 
in industrial areas. This changing 
habit of longer distance travel 
sometimes gives rise to a feeling 
that a particular resort is losing 


or gaining in popularity. I well 
know that Blackpool does not get 
as many holidaymakers from cer- 
tain Lancashire and Yorkshire 
towns as was once the case. But 
what we have lost there has been 
more than made up elsewhere. 
We have to try and pin-point 
the area from which the visitor 
is coming, just as a commercial 
firm watches its graph of sales. 
Thus, with space in the 
national Press showing an in- 
crease, having to start about three 
months earlier and cover mucn 
larger areas than formerly, all 
without a proportionate increase 
in the money available, finance 
is the most restricting factor. 


The troubles of a resort 

officer, outlined by Mr. Foster in 
this extract from a paper to the 
Young Newspapermen’s Associa- 
tion, are chiefly financial. People 
travel further, decide where to 


wider field for a longer period. 


Blackpool] has budgeted to spend 
this year £37,390 on advertising, 
but this amount has to cover 
salaries, insurances, administra- 
tion and various folders and lists, 
a very high stationery and postage 
account, and the upkeep of two 
Bureaux—one in Regent Street, 
London, and one on the Black- 
pool Promenade—for the con- 
venience of visitors after they 
have arrived here. 

Expenditure in the Press claims 
by far the largest slice out of this 
amount. Better results at average 
cheaper cost are traceable to 
Press advertising than to any of 
the 101 methods in which a resort 
indulges. 

But direct advertising is real!v 
only a part of the duties of the 
resort publicity manager, and not 
really the biggest part, either. On 
the staff of a large paper 
there is an advertising manager to 
get in advertisements, a publicity 
manager to look after publicity 
and run stunts, a_ circulation 
manager, a distribution depart- 
ment and, of course, the editorial 
section. The resort manager is 
all these rolled into one. 

If you were to ask how adver- 
tising has served Blackpool, I 
could point to the fact that when 
Blackpoo! started in this line, the 
population was 10,000 and now it 
is 150,000. In those days a penny 
rate brought in about £400, now 
it raises £7,400. 
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Adwtstiiemeata typesetters 


leading...|...0on points 


Process Engravers ui 


Uj} mimimimimim) ad r¢ists, Photographers 


Blesivesypertm Stereotypers 


-TIME AND TIME AGAIN we have been told by advertising agency typographers and production 


executives that our advertisement typesetting leads in quality, general savoir faire, accurate 


rendering of rigid typographical instructions and craftsmanlike interpretations of those 
instructions which are elastic. We shall continue to do all we can to merit these bouquets 


and, indeed, shall not be content to rest on such laurels. Gee & Watson typesetting combines 


with the Gee & Watson process service of old-established repute and with the reliable, modern 


G & W foundry to provide an all-in service which worthily translates campaigns into metal. 


The extensive Gee & Watson art and photographic studios are at the command of those who like us 


to create advertising illustration as capably as we reproduce it. 


Gee & Watson 


t11 Shoe Lane London EC4, Telephone Central 6555, Eighteen lines. Northern Office at 4 Chapel Walks Manchester 2, Telephone Blackfriars 4660 
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NORTHERN PILLARS 
of the National 
Advertising Campaign 


The Porkshire Post 


and the 


Jorkshire Evening Post 


THE YORKSHIRE CONSERVATIVE NEWSPAPER CO. LTD., LEEDS 1. 


TEL. 32701 
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DAVID PICKARD, of Research 
Services Ltd. has detected a 
little anxiety in the recent public 
statements of Yorkshire’s 
woollen trade leaders. They are 
planning to check consumer 
resistance with increased adver- 
tising, he says, and thus hope 
to ae tie standards of 
prosperity of their workers. 


market surveys such as this 

to be able to divide the area 
neatly into several well defined 
parts. The region which is the 
subject of this survey follows a 
well-established classical  tra- 
dition, and can be divided into 
three parts. 

The county of Yorkshire as a 


I: is always convenient in 


Market Survey of — 


ORESHI 


whole falls into four such parts, 
but one of these, the Middles- 
brough- Cleveland district (defin- 
able roughly as that part of 
Yorkshire north of a line from 
Whitby along the River Esk 
towards Darlington) looks more 
naturally towards the north 
east, and has already been dealt 
with as such in this series of 
articles. 


By far the largest in size, but 
the smallest in population of the 
three remaining areas is the rural 
belt, which consists of that part 
of the county (except the Middles- 
brough district) which lies to the 
north of the River Wharfe. The 
agricultural pattern of the area 
ranges from the intensive market 
gardening immediately north ot 
the River Humber, through the 
cereal farming of the Wolds, to 
the sheep, cattle, and dairy farm- 
ing on the slopes of the Pennines. 


York is the natuzai centre of 
this rural belt; for all its import- 
ance as a transport junction and 
aS a manufacturing town, York 
is still at heart a county town. 


Strictly speaking, any reference to 
it could legitimately be omitted 
from this survey, for York is in. 
but not of, Yorkshire; at the 
meeting point of the three 
Ridings, the town is administra- 
tively a county by itself. Apart 
— York, market towns such as 


a 
are typical of this section of the 
county. 

These agricultural areas of 
Yorkshire have shared in the 
greatly increased prosperity of 
country areas generally since the 
war, although many have felt that 
the prosperity was more discern- 
ible in the farmhouse than in the 
labourer’s cottage. That this was 
so is perhaps implicit in the award 
only few weeks ago of an 
additional 8s. a week in wages 
for agricultural workers, making 
a minimum adult wage of 
£5 8s. Od. a week. Over and 
above the wage increase, approval 
was given for an additional week’s 
holiday with pay. 

If confirmed, this award will 
add £164 million to the nation’s 
food bill; this latter phrase is de- 
liberately chosen, for the farmers, 


Factories as far as the eye can see, 

and all working full-time, is one facet 

of Yorkshire's activity. Farmers also 
contribute to the county's wealth. 


who these days are very far from 
being simple rustics, have 
maneuvred the whole of the in- 
crease into the Government’s lap. 
This arrangement does not how- 
ever apply to the horticulturalists 
who are concentrated mainly to 
the north and west of Hull, for 
their prices are not cushioned by 
Government support as are those 
of the cereal and cattle farmers 
further west, and the new wage 
rates will be a serious problem 
for them. 


Woollens And 
Worsteds All 


The second area consists 
roughly of a triangle, with its 
points at Skipton, Holmfirth and 
Pontefract. This area, generally 
referred to loosely as West York- 
shire, contains virtually all of 
Great Britain’s woollen and 
worsted industries. In most of 
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the towns of West Yorkshire the 
wool industry is the most impor- 
tant employer of labour, but it 
is worth noting that other indus- 
tries play an important part in the 
economy Of the area. The cloth- 
ing industry of Leeds is one 
example. Leeds in fact stands to 
Yorkshire in much the same rela- 
tionsnip as Manchester does to 
Lancashire — having compara- 
uvely few textile firms within its 
boundaries, yet having close links 
with the industry, both through 
its own clothing manufacturers 
and through the network of com- 
mercial Organisations that have 
developed to serve the wool in- 
dustry. 
Engineering 

Plays A Part 

The area has also a vigorous, 
and olten highly specialised 
engineering industry. Leeds itself 
is known for locomotives, 
Huddersfield for gears, valves and 
beilerhouse equipment; textile 
machinery is made in Bradford 
and Keighley, while Halifax has 
a notable machine tool industry. 

Although in the region as 4 
whole the proportion of women 
employed is only a little above 
average, West Yorkshire industry 
employs as high a propcertion of 
women as anywhere else in the 
country (the regional figure i 


owt by the comparative scai- 
city of work for women in the 
coal. and steel areas further 
south) Women are therefore 
directly as well as indirectly con- 
cerned in the spending of the 7} 
per cent increase in weekly wage 
rates which came into operation 
in all sections of the wool indus- 


_ try at the end of July. 


‘Sharp Reaction 


To “Gaucherie”’ 


It is difficult to avoid altogether 
the view that confidence in Wes: 
Yorkshire is no longer quite is 
high as it has been since the war. 
One sign of this has been the per- 
haps unduly sharp reaction to 
Mr. Dalton’s latest gaucherie. |i 
was admittedly disconcerting to 
hear a Minister jnciting the house- 
wife not to buy textiles at prices 
which his Government had been 
instrumental in fixing, but the 
acerbity of some of the replies 
suggests that the industries con- 
cerned are a little uneasy. 

There are other signs, too, of a 
certain lack of confidence. The 
price Yorkshire wool manufac- 
turers are having to pay for raw 
wool has, of course, dropped in 
the most spectacular manner after 
an equally spectacular rise in the 
early part of the year. In 
January and February there was 
brisk bidding at the auctions and 


the price rose to four times the 
mid-1949 price. Now, only 8 
months later, there are often no 
takers at prices less than double 
that of mid-1949. At first sight 
such a development might be ex- 
pected to warm the hearts of 
Yorkshiremen, who are certainly 
not averse to buying at cheaper 
prices, but the fall has been too 
abrupt and there is no confidence 
that a stable price has yet been 
reached. This lack of confidence 
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means that less raw wool is being 
bought (consumption has actually 
declined over the past year), and 
this is at last having an effect on 
production, At the same time, 
wool stocks have declined from 
300 million pounds to 150 million 
pounds. Firms which have 
allowed their stocks to run low 
are, naturally, congratulating 
themselves when they think of the 
recent price fluctuations. 

In addition to this anxiety, the 
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example of the heavily industrialised sections of York- 


foreground are the John Lockwood and Stanley Mills. 
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“This map 


y} 


isn’t DIS 


enough” 


There may seem to be a lot of names on this map. 


There are. But the scale still isn’t big enough to show 


all the towns in Yorkshire and the Northern Counties 


that have National Solus Sites. 


In this area there are a 


hundred and ten towns where National Solus Sites 


‘ stand alone ’— as they do in every town of importance 


in England and Wales. 


Members 
of the Solus 
Outdoor 
Advertising 
Association 


56/60 STRAND - 
T. A. ALLAM (Managing Director) P. W. FELTON 


Directors : 
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SHE’S NOT COOKING 


She is an attractive Bradford girl fixing handles 
on cups in one of the largest plastic utensil factories 
in this country—-in Bradford. Everybody associates 
Bradford with wool which is the main industry, 
But there’s more to Bradford than wool. 

Take this young woman with the cup handles: 
she buys the local paper, the TELEGRAPH & 
ARGUS; it tells her what’s going on in the world 
and—much more important—what’s going on in 
her city. In it she’ll find all the activities of her 
community reported for her. Mrs. Smith has just 
had her baby christened. There’s a dancing com- 
petition. The paper will tell her where it is, what 
famous band will be playing, which famous film 
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star will present the prizes. She'll go; next day 
she’ll buy the YORKSHIRE OBSERVER and, 
probably at the end of the week, the YORKSHIRE 
OBSERVER BUDGET, to see a full report with 
photographs. She is typical of thousands in Bradford 
—all working hard and all earning good money. It 
was recorded recently that the turnover of cash in 
the Bradford banks was the fourth largest in the 
country. In this spending Bradford people look to 
the TELEGRAPH & ARGUS, the YORKSHIRE 
OBSERVER and the YORKSHIRE OBSERVER 
BUDGET for guidance. If you want to sell your 
goods in Bradford, the sure way is to advertise in 
these papers. ?, 


YORKSHIRE OBSERVER mornine) 
TELEGRAPH & ARGUS cevenine) - 
YORKSHIRE OBSERVER BUDGET weexty) 


ERNEST LUMSDON: London Advertisement Director 
WESTMINSTER PRESS PROVINCIAL NEWSPAPERS 
167-170 FLEET STREET, LONDON, E.C.4. TEL: CENTRAL 3265 


MANCHESTER OFFICE: 
MIDLAND BANK HOUSE, 26, CROSS STREET, MANCHESTER 2. (TEL : BLACKFRIARS 3930) 


NET SALE 31,280 ABC 


NET SALE 121,897 ABC 


NET SALE 20,754 ABC 


LIMITED 


LEEDS OFFICE: 
RUSSELL CHAMBERS, MERRION STREET, LEEDS 2. (TEL : LEEDS 24998) 
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Brunswick House, Leeds, 2 


The Northern” Home of Better Advertising 


UNDER ONE ROOF— 
A COMPREHENSIVE 
ADVERTISING 
SERVICE... 


PRESS ADVERTISING:—Every type of Trade, 
Technical or National advertising fully catered for by 
efficient Production, Media and Research Departments. 
SALESPRINT :—Whether it’s a single-Leflact or a 
full-colour Catalogue, we can produce more ‘resultful’ 
printing—at probably less cost! INDUSTRIAL 
DESIGN :—-F'rom a Phartnaceutical pack to Industrial 
scale models—or an internal Works Propaganda 
Campaign. PHOTOGRAPHY:—The most up-to- 
the-minute presentation for any type of business. 
ARTWORK :—From a single line of lettering to the 
most extravagant colour-rendering of any subject, 
including Fashion and Figure work. COPY :—Sales- 
letters carried through every stage to final mailing. 
Every type of technical copy, up to complete House 
Organs. LAYOUT SERVICE:—Even if you wish 
to place your own Advertising or Printing, we can 
offer you a complete Design service. 


METCALF 
ADVERTISING 


CHARLES S. METCALF ADVERTISING LTD. 
BRUNSWICK HOUSE 
Incorporated Practitioners in Advertising 
TELEPHONE LEEDS 30741/2. TELEGRAMS METC\) 
PUBLICITY, LEEDS. 
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Yorkshire is not all factories and smoky towns. Indeed, there is a prosperous 

rural belt. But even the industrial areas have their patches of agriculture, 

and one of the features of the area is the sudden transition from the one to the 
other, as in this picture of Hebden Bridge 


Yorkshire wool industry faces aa 
increased consumer resistance. 
This is by no means limited to 
this country; the same resistance 
is noticeable in America, Canada 
and the European countries, a 
fact which is not going to make 
it any easier for the wool indus- 
try to play ah increased part in 
the export drive. . 


April Clouds 
On The Horizon 


This resistance was noticeable 
long before Mr. Dalton dropped 
his brick; the first signs of it came 
in April, and when the usual July 
sales and price reductions failed 
to produce any results worth talk- 
ing about, then a good deal of 
introspection went on. One un- 
easy suspicion was that the high 
wool stocks of a year or so ago 
had found their way from the 
manufacturer’s warehouse to the 
consumer’s wardrobe. If this is 
so—and it seems all too probable 
that it is—then Yorkshire at best 
may be faced with some short 
time working. 


It was not particularly difficult 
for the clothing and textile manu- 
facturers to refute Mr. Dalton’s 
expressed hope that the prices of 
the finished article would come 
tumbling down if only the house- 
wife stopped buying. As the 
Wholesale Textile Association 
pointed out to him, only 2s. in 
every pound paid across the coun- 
ter goes to raw materials, and the 
high price of cloth and clothing 
can be attributed more to other 
costs than to raw materials costs. 
An illustration of this can be 
quoted the fact that it is those 
products in which raw wool 


BUDGETS UP 
Yorkshire mill-owners 
have been feeling a 
slackening of demand 
for their products, and 
many of them are turn- 
ing to advertising for a 
solution of this problem. 
Appropriations in many 
cases are being put up, 
and the increases are 
considerably greater 
than would be demanded 
by increased space, 

etc., costs 


accounts for an exceptionally hign 
proportion of the purchase price 
that have been down-priced 
sharply, and whose producers 
have won soft words from the 
Minister. One may suspect that 
someone may have been speaking 
to Mr. Dalton behind the scenes, 
for only a short fortnight after his 
initial blow in assistance of the 
cost of living he was happily 
announcing that success had 
attended his words. This was, 
indeed, a lightning victory. 


More Production 
Per Mill Possible 


The wool industry, like the 
cotton industry, has often come 
under pretty heavy criticism for 
its antiquated factory lay-outs and 
methods of working. Production, 
say the critics, could be consider- 
ably stepped up simply by making 
better use of the man power and 
the machine power at present 
available. The employers and 
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A BIG SIX 


for 


YORKSHIRE 


And the scorer? Yorkshire’s 
own Len Hutton. Yorkshire 


ens . people have almost as great a 
aaa ate “‘proprietorial” interest in their 
die. 7 gq PY vg newspapers as they have in their 
‘ " cricketers—and every sportsman 
knows the significance of that. 
Yorkshire’s BIG SIX newspapers — 
the Kemsley newspapers — have an influence in their areas 
of circulation which cannot be approached by any other 
media. The BIG SIX — with a total score of half a 
million (net sale) are: 


SHEFFIELD TELEGRAPH 


THE STAR 
(Sheffield) 


YORKSHIRE EVENING PRESS 
THE YORKSHIRE HERALD 


(York) 
EVENING GAZETTE 
NORTH EASTERN 
WEEKLY NEWS 


(Middlesbrough) 


NEWSPAPERS 


Sheffield * York * Middlesbrough * London 
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Pulling 
Power 
in 
~ SOUTH 
YORKSHIRE ... 


S ALES Graphs for South Yorkshire 

show an upward trend when the 
Doncaster Chronicle is included in an 
advertising campaign covering this 
rich industrial area. 


The Popular Family Weekly. 


‘Doncaster Chronicle 


Member A.B.C. 
Head Office : SCOT LANE, DONCASTER 
Tel. 4001 


London Office : 171, FLEET ST.. E.C.4 
Tel. Central 9693 


DONCASTER G DISTRICT 


| 


GUILDFORD CHAMBERS 


Ie teudhow 


| | LEEDS 1 


Here right in the centre of this pro- 
gressive city is an Agency with a very 
wide experience of the Marketing and 
Selling of a great variety of products. 
Since 1919 many well-known adver- 
tisers have placed their confidence in 
our ability to develop their businesses 
and have expressed their satisfaction 
with our efforts. 

For sound, economical publicity you 
cannot do better than consult 


COLLINSON’S 


ADVERTISING AGENCY LTB. 


Registered Practitioners in Advertising 
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trade unions got together some 
time ago and sponsored some ex- 
periments to test whether there 
was anything in the criticisms. 
Time and motion study experts 
descended on two “pilot” 
factories at Bradford and Holm- 
firth, and, given a free hand, 
examined and reorganised produc- 
tion methods 

The results of the experiment, 
which have just been published, 
find that there is indeed scope for 
improvement in production 
methods, and the report has been 
described by The Times as “of 


down between Sheffield and 
Doncaster and continue into the 
Derbyshire and Nottinghamshire 
fields, These seams of coal] which 
lie in a narrow wedge up the 
centre of England represent our 
major coal reserves. The pits are 
newer than most, had been com- 
paratively highly mechanised 
under private enterprise, and pro- 
duction per man hour js therefore 
high. 

There has been a gradual in- 
crease in importance for some 
time now of the more eastern 
parts of the Yorkshire coalfield: 


BRADFORDg lL EEDS~ 


HALIFAX © 
wv * - 
HUDDERSFIELRS: 5 


MIDDLESBOROUGH 
a -e Hiie 


THE RURAL BELT 


E-WOOL AREA 


<e 
D HEAVY ENGINEERING “AREA 


—~ ROTHERHAM 


sige Za 


o YORK 


ONCASTER 


deep significance to the industry.” 
It is heavy reading for the lay- 
man, and sounds like something 
out of Beachcomber—one learns, 
for example, that “doffing opera- 
tions and bobbin handling were 
simplified, and knock-off motions 
were fitted to the cone gills to 
standardise the length of sliver. 
and so almost remove the need 
for levelling at the weigh box 
creel.” The pay-off does how- 
ever come with the statement that 
there was a marked increase in 
output; in certain processes there 
was also an increase in quality; 
to this must be added that there 
was a reduction in costs and an 
increase (under new incentive 
schemes) in the earnings of the 
operators. 


Coal Fields Link 
West and South 


The coalfield forms a_ link 
between the wool towns of West 
Yorkshire and the iron and steel 
towns of South Yorkshire. The 
most northerly pits are not far 
short of Leeds and Halifax, 
while to the south they stretch 


this has coincided with the up- 
surge in importance of the town 
of Doncaster. The stable basis 
of industry in Doncaster is the 
railway engineering shop, but the 
town’s activities in other direc- 
tions are growing steadily in 
scope. The Census showed that 
over the past 20 years the town 
has grown in size from 65,000 
inhabitants to 82,000, an increase 
of 27 per cent. Over the same 
period only two towns of com- 
parable size have shown a sharper 
increase; one is Coventry, the 
other, a special case, is Black- 
pool. 


No More 
Local Ore 


Doncaster brings us to the third 
of our divisions of Yorkshire— 
the steel and heavy engineering 
of Shefficld and the surrounding 
towns. The steel industry has 
long since used up the local re- 
sources of ore which brought it 
to Sheffield in the first place. The 
whole of the area is now depen- 
dent on imported ore and on 
scrap, and herein lies one of i's 
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wooL? 


THE 
WORLD'S 
LEADING 

WOOL 

ADVERTISING 


WORLD WIDE 
CIRCULATIONS 


WOOL INDUSTRY’S EXCLUSIVE PUBLICATIONS 


WOOL RECORD & TEXTILE WORLD SKINNER’S WOOL TRADE DIRECTORY OF THE WORLD 


RECOGNISED AS THE CONTAINS PARTICULARS 
LEADING ADVERTISING O F THE woot. 
MEDIUM FOR THE INDUSTRY IN 81 COUNTRIES 
WOOL INDUSTRY IN AND IS SUPPORTED BY 
ALL THE PRINCIPAL OVER 580 DISPLAY 
MARKETS OF THE WORLD ADVERTISEMENTS 


Pablished Weekly on Thursday Published Annually 


Advertisement Rates on Application to 
THOMAS SKINNER & CO. (PUBLISHERS) LTD., 10 BOOTH STREET, BRADFORD 
London Office : 330 Gresham House, Old Broad Street, London, E.C.2 and at Manchester, Montreal and New York 
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The Best Weekly 
Cover for the 


WEST RIDING 
of YORKSHIRE 


THE 
“WAKEFIELD 
EXPRESS” 

SERIES 
including 
The Wakefield 
Express (Saturday) 


The Pontefract 
and Castleford 


Express (Friday) 


The South 
Elmsall and 
Hemsworth 


Express 


The Skyrack 
Express 


The Selby Times 
(Friday) 


(Friday) 


(Friday) 


The “Wakefield Express” 
Series of (five) Weekly 
Family Journals with a 
guaranteed Sale of 


69,044 


(covering approximately 
1,180 square miles of the 
most important and popu- 
lous section of the West 
Riding of Yorkshire). 
Members of the A.B.C. 


Tel.: 3184 Wakefield 
London: 118, FLEET STREET 
Tel: Central 2715 


. for Principals! 


ndh success is due in some measure 
to a unique principal-with-principal 
relationship between client and 
agency ... an agency which offers 
unlimited service to a limited num- 
ber of accounts. If you think your 
advertising could be improved, 
write for this informative illustrated 
booklet to Nevin D. Hirst (Adver- 
tising) se. of 


ndh 


EburySt.,S.W.1) 


Any 


YORKSHIRE 
SURVEY 


is not complete without 
the four papers of the 
“*Goole Times ’’ Series, 
old established weeklies 
circulating in the East 
and West Ridings. 


GOOLE TIMES 
SERIES 


Head Office : 
“Times” Buildings, 
Goole, Yorks. 
Tel.: Goole 266/7 


London Office : 
E. W. PLAYER LTD. 
30/32 Fleet Street 
Tel.: CEN. 2786/7/8 
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Night work is going on all over the industrial areas of Yorkshire and scenes 
such as this, with factory lights blinking everywhere, are not uncommon. 


problems. Of the demand for 
steel over the next 12 months 
there is no doubt at all, but of 
the supply of ore and scrap there 
are considerable doubts. A coal 
shortage looms forbiddingly ahead 
of us, and Sheffield steelmasters 
remember what happened last 
year—-ships bringing emergency 
cual from overseas used up the 
shipping space and railway 
wagons normally available for the 
transport of ore. As far as rail 
transport is concerned, the steel 
areas should benefit (if only in- 
directly) by the fact that the 
electrification of certain sections 
of the line is now almost com- 
pleted; that between Per stone 
and Wath-on-Dearne will be 
open before the worst of the 
winter. . 

Even so, Sheffield is going to 
find it a tough task to keep pro- 
duction up. In July, for example, 
the output from the town was the 
lowest for any month since 
December 1949, and one or two 
furnaces were unable to work for 
lack of supplies. 

One item of household equip- 
ment on which a good deal of 
Yorkshire money will be spent 
during the next few years is a 
television set, for this month the 
powerful new Holme Moss 
station opens just © outside 
Huddersfield. South Yorkshire 
has already had a foretaste, for, 
although reception is patchy. 
most of the towns south of the 
Humber are within range of the 
Midlands station at Sutton Cold- 
field. Reception in towns like 
Sheffield, Rotherham and Don- 
caster is, for example, about as 
good as at Reading, and more 
than half the sets at present 
licensed in the county are in these 
three towns. 

Already the number of tele- 
vision licences in the county has 
grown quite considerably. In 
the middle of last year there were 
fewer than 5,000 people using 
sets; by January this year the 
figure had more than doubled; 
by July, the latest month for 


which returns are available, the 
number of sets in use had more 
than doubled again. 

The rate, for some reason, 
seems to be flattening out. The 
number of sets increased by 2,100 
between March and April, by 
1,500 between April and May, by 
1,000 between May and June, 
and by only 700 between June 
and July. It is not unreasonable 
to expect that the sales of sets 
should decline with the approach 
of summer, but one might have 
expected the fact that an im- 
proved service was so shortly to 
become available might have 
more than offset this tendency. 
Although the licensing of sets 
and the sale of sets are not 
synonymous (there is no need to 
license a set until you start to use 
it), one may be justified in feel- 
ing that this decline is yet an- 
other sign of lack of confidence. 

Thus there is noticeable in all 
sectors of Yorkshire’s economy 
evidence of a certain uneasiness 
about the future. This article 
deals only with Yorkshire, and it 
would be wrong to infer that such 
problems are restricted to that 
county. It is simply that York- 
shire plays such an important 
part in the country’s industrial 
life that her problems assume a 
corresponding gravity. 


I—TELEVISION LICENCE 
HOLDERS IN YORKSHIRE 


1,088 
4,384 


January 1950 
July 1950 
January 1951 
March 1951 
May 1951 
July 1951 


II—TV LICENCE HOLDERS 
IN FIVE MAIN TOWNS 


6,385 
2,532 
2,303 
1,823 
1,040 


Bradford 
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stanley 
publicity 
limited 


22 high street 


sheffield | 
telephone 20179 
& 26906 


staffed by a team 
of creative artists 
and writers 
whose ideas 

and illustrations 
will really SELL 
your goods 


norwich union buildings 


COVER THE NORTH & WEST RIDING OF, YORKSHIRE- 
: as : 


\s 


The area by 
the Group is 850 sq. 
1S miles and embraces 


agriculture. During 1951, 91 


hese Conferences are fully reported, 

with illustrations, in the news columns of the 

R. Ackrill Group, which are closely studied by 

some of the leading figures in Industry and Commerce. 

As the leading Inland Holiday Resort, many thousands of visitors 

from home and overseas annually bring their — power to 

the Harrogate shops. A high proportion of business leaders of 

the West Riding have their homes in this area and are regular 
readers of these newspapers, 


| ——_ 
NET SALES (June 1951)——35,127 copies weeklys 
HARROGATE ADVERTISER. HARROGATE HERALD. 
AZETTE. , BEDALE & pg Ay 
KNARESBOROUGH POST. PATELEY & NIDDERD 
Advertisement Rates & Specimen Coples from :— 
W. R. A. BREARE, M.A., B.C.L., 
Herald Buildings, Harrogate, Yorks. 


NER Conferences attended by 35,000 
Waa ‘ delegates will be held in Harrogate. 


RIPON 
TIMES. 
HERALD. 


Telephone : 4001. 


tows ee 
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Sout 


Yorkshire 
Times sais 


A.B. C. 
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sales figures 


UP again-now 


Mining, 
Steel, 
General 
Engineering, 
Agriculture 


—the four 
thriving industries 
in Yorkshire’s 

“ South Riding.” 


IN FLEET ST. 


pe Yadyell 


If you turn again to the map 
on the rate card of the South 
Yorkshire Times you'll find how 
thoroughly this group blankets 

a population of over 250,000, . 
busy as never before, in mining, 
engineering and agriculture. 
How else can you influence 

this conglomeration of thriving 
small communities except by 
getting amongst them from the 
heart—from Mexborough— 
through the South Yorkshire 
Times group. 
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CHARLES 


WALLS 
AND 


PARTNERS 
Registered Practitioners in 
Advertising 
40 NORTH PARADE 
BRADFORD 


22258 
(3 lines) 


A Complete Service embrac- 

ing Public and Trade Press 

Advertising Home and Over- 

seas, Marketing and Sales 

Promotion, Printing, Display, 
Direct Mail. 


The Wharfedale and 
Airedale Observer 


The Shipley Times 
and Z xpress 


The Fiklen Gazette 


These three papers cover 
the circle of towns and 
rural villages lying 
between Leeds, Bradford, 
Harrogate and Bolton 
Abbey. 


PUBLISHED BY 


Wm. Walker & Sons cotiey Ltd 


VICTORIA WORKS, OTLEY 
a 


Tariff rates on request 


COMBINED CIRCULATION 
OVER 25,000 


“The Cleckheaton and 
Spenborough Guardian” 


“The Heckmondwike 
Herald” 


The only newspapers in 

the Dewsbury area giving 

Audit Bureau nett sale 
figures. 


Average weekly nett sale, 
Jan. to June 1951 


14,901 


Flat rate for trade advertisements 
7/6 per inch 


Entertainments, auctions, 
Public notices 


10/- per inch 
London Representative: 


EDWIN GREENWOOD LTD. 
Thanet House, 231 Strand, W.C.2 


| CARTONS 


DISPLAY PACKS 
| SHOWCARDS 


cAs 
Colour Printers 
Advertisers 
our work isin the 
selling idiom: 
this makes us 
uncommonly useful 


to otgents as well 


BOOKLETS 
FOLDERS 
CATALOGUES 


STOREY 

EVANS &CO.LTD 
RAWDON, LEEDS. 
LONDON : 2nd Floor 


5,New Bridge Street, 
E.CA, Phone : CITy 4815 


= 
————F 
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MARKET SURVEY OF YORKSHIRE 


DISTRIBUTION CHANNELS 
ARE WELL BALANCED 


HE number of television licence holders noted at the 


end of the 


vious article gives an indication of the 
wealth of the Yorkshire market. 


Here, selected from 


the 1951 edition of Marketing Survey of the United 

Kingdom, are facts and figures about Yorkshire, indica- 

ting its potentialities to the manufacturer of branded goods 
as well as the means of distribution at his disposal. 


Let us start by considering 
the income levels index of the 
population of about 44 million. 
Taking at random the Yorkshire 
towns listed among the 145 
largest U.K. markets we find 
that, with a mean of 100, 
Bradford scores 95, Dewsbury 
96, Doncaster 102, Halifax 100, 
Harrogate 108, Huddersfield 98, 
Keighley 98, Leeds 101, Scar- 
borough 111, Sheffield 97, 
Wakefield 100, and York 102. 

Other factors which give a 
picture of the standard of living 
are wireless licence holders, of 
which there are 1,219,289 and 
private car licences (77,714). 
There are 29,603 commercial 
vehicles registered and 739 prim- 
ary and secondary schools. The 
rateable value of property in the 
county (1949-50) was £11,338,067, 
an increase of over £1 million 
since the 1938-9 period. 

The Survey gives some indica- 
tion of the types of inhabitants 
in the larger markets of the 
county, not only by listing their 
major industries, but also by 
giving numbers of professional 
people and our employment 
analysis. In Bradford, for 
example, the chief employer of 
labour is the woollen and worsted 
industry with just over 30,000 
men and women. Next come the 
distributive trades, and general 
engineering. 

For Doncaster a similar break- 
down is given, indicating the great 
predominance of people em- 
ployed in mines (over 18,000). 
These inhabitants are served by 
834 small general stores (not 
exceeding rateable value of £20), 
145 grocers, 147 builders, 120 
coal dealers, 105 confectioners, 
and 97 premises fully licensed. 

The area is divided, in the 
Survey, into towns with popula- 
tions of over 10,000 and towns 
and rural districts where there 
are between 5,000 and 10,000 
people. 

In the former category there 
are 72 towns, among which are 
a high proportion of areas desig- 
nated among the 145 largest 
markets in the country. These 
places of special interest include 
Barnsley, Bradford, Dewsbury, 
Doncaster, Halifax, Harrogate, 
Huddersfield, Keighley, Leeds, 
Rotherham, Sheffield, Wakefield, 
York, and Kingston-upon-Hull. 

The smaller areas total 62. 

Now let us get some idea of 
the media available. The high 
proportion of town dwellers, 
indicated by the previous two 


paragraphs, seems to indicate that 
outdoor advertising is particularly 
strong in the area. Transport 
services are particularly well 
organised, not only as media in 
their own right, but also as a 
means of carrying the public into 
the towns where the main poster 
concentration must be. 

Local papers are strong in the 
county, too. Not only do we 
find a considerable number of 
very good dailies, but also week- 
lies that enjoy a readership that 
is second only to those in Wales. 

There is also a good cinema 
coverage. The towns of over 
10,000 inhabitants have 387 
cinemas well distributed all over 
the county. 

This brief survey should give 
adequate indication of the poten- 
tialities of Yorkshire as a market. 
Not only is prosperity high, but 
the means of advertising and dis- 
tribution are well organised. 


END OF YORKS SURVEY 


BINGLEY 
GUARDIAN 


SHIPLEY 
GUARDIAN 


The papers that 
reach the homes 
in the Urban 
Districts between 
Keighley and 
Bradford— 


The papers that 
bring results to 
Advertisers. 


HEAD OFFICE: BINGLEY 
Tel. 3404 (4 lines) 


LONDON OFFICE: 
134 FLEET STREET, E.C.4 
Tel. Central 7620 
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YOUR SIGN will also stand out if 


= you insist on “‘CLAUDGEN”’ quality and service. 

‘a Other CLAUDGEN signs in the Piccadilly area 

vel include :- 

ME CLAUDE-GENERAL NEON LIGHTS LTD. NESCAFE * EMPIRE Leicester Square 
Pitman House, B.O.A.C. * SWAN & EDGAR 

z= Parker Street, Kingsway, OSRAM LAMPS * REGENT PALACE HOTEL 


London, W.C.2 
*On rented sites 
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are you a Rea 


For all we know, there may’be some very 
good reason why you want your name kept out of the 
way. On the other hand, many people have taken our advice 
about ‘signature’ papers with good effect. For them we have 
designed and printed individual box papers, carrying their 
name, their monogram or some special device. Symbols that 
provide your faith in the goods you have to sell and thus 
inspire distributors to handle them with confidence and, 
equally important, provide brand recognition to the ultimate 
buyer. 

The cost is not high, and reprints come very reasonably 
because the cost of the blocks is covered in the initial order. 


SANDERSON 


make 


‘Signature’ papers 


$2/53 BERNERS STREET, LONDON, W.l 
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GLAMOUR, OR 
ARTISTIC PURITY 


READER has asked me to 
comment on these two bath 
cube labels, to say which J think 
| is better and why. Both have 
a national sale through chain 
Stores and retailers; both manu- 
facturers are obviously aware 
of the importance of attractive 

| packaging. 
It seems to me that there are 
two possible reasons why people 
| should buy bath cubes—either 


because they think they will do: 


them good physically, or because 
| they think they will make them 
| feel good psychologically. There 
is not much doubt that the Radox 
design has a greater appeal to the 
former and the Bathjoy a greater 
appeal to the latter. Both are 
successful within their own limits. 
The impact of the Radox de- 
sign is greatly diminished by its 
being cut in half horizontally. 
There has been quite a fashion 
among packaging designers dur- 
ing recent years, for dividing 
backgrounds into two areas of 
contrasting colour, but unless care 
is taken to unify the design in 
some way the frequent effect is 
to reduce the visual size. 
Nothing could be more 
hackneyed than the framed shape 


RADOX 


path cube | 


4 GREE Mewes L Te 
mancneeten, ENGLAMO 


“Nothing could be more ‘de- 
| signed’ that the wavy lines and 
| absence of capitals on the Radox 
| label. And nothing could be 

more hackneyed than the framed 

shape on the Bathjoy label.” 


on the front of the Bathjoy label; 
nothing could be more “designed” 
than the wavy lines and the 
absence of capitals on the Radox 
label. Yet my vote goes to the 
first and not to the second. If 
think Bathjoy will be more popu- 
lar because more women are 
attracted by glamour than are 
attracted by artistic purity. 


* * * 
THIS BATCHELORS Peas label 


(p. 104) is good. Without having 
inside knowledge I would be 


REVIEW OF 
PACKAGING 
by Ronald Vickers 


prepared to bet that at least nine 
women out of ten are attracted 
by it because the design has been 
created on the bas's of estab- 
lished fact. Women’s likes and 
dislikes about packs are strangely 
predictable. That is not to say, 
of course, that the designer has 
only to follow certain rules and 
he will inevitably produce a 
winner; the information is not 
complete enough for that. But 
some things are certain. For 
instance, women like illustrations 
on their packs. When they go 
into a shop to buy a tin of peas 
they always look at the picture 
to see if the peas on the label are 
the kind they like. (The fact that 
the illustration cannot possibly 
be a reproduction of the actual 
peas in the tin does not seem to 
bother them in the least). They 
like to have a coloured picture 
and they like realistic coloured 
photographs most of all. 

As the Batchelor label has two 
thirds of its surface taken up with 
a picture of peas that really look 
like peas you can guess one rea- 
son why they sell. 

Many canners of fruit and 
vegetables show their produce in 
its ready-to-eat form but 
Batchelors show their peas nesi- 
ling in the pod. To illustrate 
canned goods in their prepared 
form was perhaps necessary yea's 
ago because the housewife was 
not always conscious that the 
extra money they cost would save 
her the time and labour of pre- 
paration. Nowadays everyone 
knows that tinned goods save time 
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ro 


The plans, and the litter, and the tools remain. will be most welcome. If you want tickets 
Our Stand has gone to the Central Hall, West- _——just phone Euston 5351. Yours sincerely, 
minster for the National Display Convention and Leon Goodman. 

Exhibition. The Stand is Number Three. jg.) emu: . 


LEON 


=<] P.S. Urrryalongthurplee-ce-ee-se ! 


If you are seriously interested in Display JRRRM¥eE Opens Monday, October 15th. Closes Friday, 
and Exhibition work, do come —— you eae October 19th. Central Hall, Westminster. 


Leon Goodman Displays siscre> 


HOUSE OF IDEAS - 119-125 WHITFIELD STREET - LONDON - W1 - EUSTON 5351 


a i. eee —— ~ i 
* Rad 4 
es =, 103 ADVERTISER'S WEEKLY << 
na 
—= —7 nr , . _ : 
a : ee . ao ; re ; ; ogy 5 
‘a ¥ : 4 “ Fs ‘a z b sree _ aes 
angen ' a | by : ee ‘ae 2 ee — r%, ee: ye. “e 
ne — ae 4 _ *. as a i. a Rp ke 2 ay = 
ey ‘ - a oe” a hae eo oe 
2M i a > a - Foes Ly Re BS = cua 7} 
= Aye * — rit =z i de ‘oi ee ee : . ca 5 Coa ne a, : nce : 
sa 4 — re e¢ Cees ,£ fs Gans " | 
a. ae Pe ig a Yr. al Pe. gta id 
i . eg < : aa ie es 1 2 gee vt 
a * va a q os " ie ee Se ie” ad ” cr 
. ; — on — a aie 
— a S : <a a i HiT 
a ai, _ ’ Mis B . ii 
tha am — 7. te Rg 
r — — ; ~ “ & 
AAG ee . a 7 : = 
ee ee ‘ A . * wa A z Gr 4s)” y a 7 ‘a 
ae = ~*~ Se ‘ oa \ “4 r “§ — é 7} b 
i. a —— = ~ % \ fae >, | + 2 wae , f 
o a a SS oe ' ™ 
cs, 4 3 cae see % ° : gow . ‘ See ta ‘ ds 
‘s uv gh ae Ps i —_— y Bae — re . . . ip SER o - To P 
‘ i ae i " s F en ‘ea TYLA : - , ae is 
ye ’ a oy : ag 2 Be. dass 5 
aa ie A pe Rn > ne 
. Sa ee q LU A x iat > ro 
Say. ia re \ ‘ + hl cc. © hs 
= Se Se c - ons : a 
=, Bins 4 a my * Wee , a : f , ~ _ _ 4 my ay 4 re . > 3% 
te at Me 8 _* a 7 ‘ << im ee 
.¢ eae -— eX a ~ 7 ., Sept | . 
os . , ei a Sal mic we i, eos a : 3 » 7 Wan oes ~ e ‘| . 
Jog - a, y =" mee X.. ie. <2, i Se a aah : ow hae ° hae ew) f 
ef ; a a ee - nl 
= \(s eee Oe ee fo od £ F 
ae —_—  * ee Se a Soe p bi 
a te a - z to 4 ed . . : : “ 
eae =F. —S “Sao ae \ way . a ie - 
a, \ ee > ng 9 Naess ia a a “ ae F 
al sy ~~... ie ary. a bRiye ; . a 
: 3 Ps ot Be 
: J + ter 1 
Pe oh [rsd me 
et, a. 
“eh ee 
- q's 
ya () 7 
Ta ms 
. ro) : 
igre: ii 
se jee 
: pe 
7. : me 
“Soe ae 
A me ‘} 
=. * ¢ 
a 
Log’ 
ark, ser 
iT) i he 
| Nyt! ES 
al J 
en 
is ¢ 
Be 
Ree it. Ris, 


veers 


ADVERTISER'S WEEKLY 


Sethe ec adll ase oa eee 


Order your 1951 Annual now 
—BEFORE THE ENTIRE EDITION IS EXHAUSTED 


TS new 1951 Advertiser's Annual is a greater necessity than ever 
before: thousands of changes have taken place in advertising and 
publishing since the last edition was published. Many a publication 


has increased its advertisement rates. 


Some have altered their space- 


sizes, press days or screens, or switched to gravure; others have been 


merged, or discontinued. 


Addresses and telephone numbers have been altered—new appoint- 
ments made—new processes developed—new agencies formed; and 


many accounts have changed hands. 


Advertising and its allied 


industries have been in such a state of change and progress that even 
last year’s Annual is outdated and misleading. 


All the Advertising Data You Need—In One Volume 


While recording all these vital changes—as well as thousands of new 
entries—the 1951 Annual gives you authoritative information about: 


British and Foreign Publications; 


Advertisers; Commercial Art 
Studios; Engravers; Poster Con- 
tractors; Outdoor Publicity 
firms; Printers, and all other 
advertising services as they 
operate TO-DAY. 

With the Annual alone you can 
plan an advertising campaign 
without leaving your desk; find 
rates, sizes, screens, press days, 
etc.; list potential buyers of space 
and supplies; compile and revise 
your mailing lists; learn the 
latest details about agencies and 
their clients; get the advertising 
manager's name, _ products 
marketed, and other facts about 
thousands of important firms— 
find answers to some 150,000 
everyday questions concerning 
advertising. 


Advertising Agents; National 


The 1951 ANNUAL in Brief 
BRITISH AND EMPIRE PUBLICA- 
TIONS (with rates, sizes screens, Adver- 
tisement Manager, etc.); NATIONAL 
ADVERTISERS; FILM AND SCREEN 
PUBLICITY SPECIALISTS; ENGRA- 
VERS ND BLOCK-MAKERS; 
ADVERTISING CLUBS, CLASS, 
TRADE AND TECHNICAL JOUR- 
NALS; ADVERTISING AGENTS AND 
THEIR CLIENTS; POSTER ADVER- 
TISING CONTRACTORS; ©OM- 
MERCIAL ART STUDIOS; FOREIGN 
PUBLICATIONS WITH LONDON 
OFFICES; BRITISH ADVERTISING 
AGENTS AND CONSULTANTS; 
FRINTERS; INKMAKERS; TYPE- 

FOUNDERS, etc. 


Supplies are Low: Return Coupon Promptly 


Advance reservations have absorbed all but a few copies of the 
1951 “Annual,” and these will soon be snapped up. As orders 


are now being filled in strict rotation, please return this coupon 
without delay. 


BOSS e mms 


Fill in and Post Today 
Business Publications Ltd., 180 Fleet St., London, E.C.4 | 
1 


Please send me by return one copy of the 1951 Advertiser's 
Annual, Invoice me after despatch at the post-free price of 35s. 


Overseas: 35s. cash with order 
Shasicss senesced dade taint tehesinh inas tans ane en deste 
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DIRECTIONS 
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WADSLEY BRIDGE. 


Vickers considers this label a model of packaging design. 


and trouble; what the prospective 
purchaser .is mainly concerned 
about is goodness and flavour. 

Another thing women are 
particular about—and in a very 
practical way—is the type and 
layout of the pack. They are 
not, of course, concerned with 
zsthetic proportions. But they 
do want the type to be large be- 
cause they hate to wear their 
glasses when they go out shoppiag 
and they do not want to put them 
on in the middle of their cooking 
to read instructions. Here again 
the Batchelor label scores; the 
design is simple and easy to read; 
the brand name is large and 
clearly printed. 

Which colour do women like 
the best? Blue? If so, whit 
kind of blue? Nobody knows. 
I have before me as I write six 
canned food labels which include 
a blue in the design. Each blue 
is a different shade. I think 
Batchelors have done well to use 
blue in their design and their 
choice of shade has naturally 
been made to suit its combinatio.o 
with the green peas. 

One more asset the 
Batchelor label. is 2 
simple and likeable little trade- 
mark which appears also in the 
advertisements. This aids recog- 
nition and makes for brand 
loyalty. It is placed sensibly 
right next to the name—so often 
the effect of a trademark is nulli- 
fied by its being mixed up with 
the details of the design. 


* * « 


ONE OF THE favourite hobbies 
of advertising men before the war 
consisted of amazing their friends 
with glowing accounts of the 
wonderful new world, made of 
brightly coloured plastics and 
brilliant new metals, which was 
just around the corner. 

Alas for human hopes! The 
sausages which arrived yesterday 
from the butcher were swathed in 
the previous day's news sheet; the 
biscuits for which we pay twice 


the pre-war price are still plonked 
into the sane old paper bags we 
used to blow up and let off bang 
half a century ago. 

In Scandinavia the rosy dreams 
of a brave new world for packag- 
ing have come a little nearer 
fruition. Danish Marie biscuits 
have, for instance, packed their 
low- priced goods in a_ foil 
wrapper that British manufac- 
turers would use only for their 
more expensive products. 

The design is excellent, con- 
sisting of red and blue stripes on 
a silver foil. A coat of arms adds 
interest and brand identification, 
and the type of biscuit is given 
its correct position of prominence 
in the layout. 

There is only one disadvantage 
to a design that has strong display 
value: It leads one to expect 
that the contents of the pack will 
be some super product, rather 
than the ordinary biscuit one 
dunks in the morning tea. 


Richard Hudnut Ltd. used this 

bottle for Three Flowers Milk of 

Cucumber which was launched 
this spring. 
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The strange case 
of the vanished half -crown 


Have we a hole in our handbag? No. Are we not 

very good at arithmetic? Not very, but... it’s very 
queer; according to this shopping list we spent only 

2/9 on the fish and 4/6 on vegetables . . . and that makes 
us half-a-crown short. Ooh yes! We remember... 
So.p Powder . . . not on the shopping list because 

we only thought of it when we saw the poster by the 
bus stop. Remember; In these days of high com- 
petition and low spending power, posters make the BIG 
impression and often have the LAST WORD with 
prospective customers. As a first step... We should 
like to discuss with you locations and allocations. In the 
Mills & Rockleys Region you will find a new and 
distinguished type of poster presentation. Moreover, The MILLS & ROCKLEYS REGION 


: : : BRISTOL MANSFIELD 
you will have the choice of several compact areas in CAMBRIDGE NORTHAMPTON N 


which you can test, for a small sum, the merits of CHELTENHAM NORWICH 


; : : COVENTRY NOTTINGHAM 

different designs and the truth of our assertions. DERBY OXFORD ; 
DONCASTER PETERBOROUGH e. 
GLOUCESTER TAUNTON 


a TORQUAY 


1 WEYMOUTH 
MILLS & ROCKLEYS | vou cuow: 


You can reach nearly 2,000,000 families 
Planned Poster Advertising through poster advertising in the Mills 
& Rockleys Region, which stretches 
from ipswich to Evesham, from 
P fract to Paignton. 


MILLS & ROCKLEYS LTD., 21, QUEENS ROAD. COVENTRY. & 


RACING REVIEW ANNUAL 1952 


offers you 60,000 potential and more than 120,000 possible readers 
with the finest team of Sports writers ever brought together in one publication 


(320 pages on art paper—35 articles—100 fine action pictures) 


Pages are available to Advertisers in 
FOUR COLOUR AND MONOCHROME 
Closing date for copy is October 31st 
On Sale for Christmas—price 10/6 


DON’T BE LEFT AT THE POST! 


Robert A. Yeomans (Advertisement Manager) 


RACING REVIEW PUBLICATIONS LTD. 
32 Park Lane, London, W.1 
Telephone : Regent 7627 
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COMMERCIAL FILMS 


REVIEW OF 


NEW PRODUCTIONS 


/ 


Even Grease Can Give Visual Pleasure 


Bes the first showing of 
Shell-Mex and B.P. Ltd.'s 
latest film, Grease, no one could 
have persuaded me that lubri- 
cants would lend themselves to a 
visual treatment lasting 27 min- 
utes; | should have questioned 
his sanity. ; 

But Shell are highly-experi- 
enced industrial sponsors and 
have always recognised that their 
products can only be,sold on the 
confidence inspired by perform- 
ance and methods of manufac- 
ture. 

“Grease” is therefore no excep- 
tion to the long line cf informa- 
tive and semi-technical films that 
have added to general knowledge. 
The opening sequences are de- 
voted to the making of ball and 
roller bearings, the highlight of 
which comes in the final stage. 


By PAUL NUGAT 


when a couple are selected for 
testing to destruction. Two bear- 
ings are , laced one on top of the 
other under a crushing machine 
which increases its pressure until 
it is equivalent to thousands of 
tons per square inch. The point 
is reached when the steel disin- 
tegrates, watched in close-up by 
i high speed camera operating at 
2,500 exposures per second. 

The second part of the 
deals with the manufacture of 
greases to meet such varying 
needs as in the axle boxes of in 
Underground train and the flying 
control bearings of the Comet 
aircraft. It then tells how the 
product is tested in the labora- 
tory. The tests techniques are 
described in some detail. in a 
series of fo the up shots. This 
isin o the film by Merlin 


film 


if your approach 


PRESBUIRYS 


S. PRESBURY & CO. LTD. 


Film Co. has made interesting 
and absorbing the technicalities 
which are normally boring for 
the layman. There are in-this 
film none of the irritating camera 
excursions that one sees so often 
now, where movement is for 
movement's sake, and the cye 
becomes as fatigued as a pair of 
feet at an exhibition. 


* * * 


F the shooting man gets a fair 

day's partridge shooting this 
year, it is an even chance that he 
owes some gratitude to L.C.I.’s 
Game Research Station at Ford- 
ingbridge, Hampshire. 

Game Harvest describes at 
considerable length (SO minutes) 
the research work being under- 
taken there. Most of this activity 
is shown through the month by 


OctTorer 11, 1951 
month work of a gamekeeper on 
the LC.I. estate. 

The film, shot by LC.L.’s own 
unit, is a notable piece of 
work for all interested in country 
life. 

- * ~ 


HE title Twist Grip reveals 

nothing of what lies in store 
for the motor cycle racing 
enthusiast. Dunlop have emu- 
lated Shell's “T.T. 1950” in pre- 
senting this section of the com- 
munity with a composite pictorial 
record of some of their major 
annual events. The events filmed 
are the Isle of Man T.T., the 
Scottish Six Days Trials, Birming- 
ham Victory Trials and Sunbeam 
Point To Point, 

“Twist Grip,” made by Verity 
Films Ltd. is in every sense a 
public relations film. It has no 
advertising sting in its tail, no 
close-ups of a motor cyclist fitting 
a Dunlop tyre to his machine, 
and yet one feels, that by merely 
being the sponsor, Dunlop have 
correctly assessed their audience. 

The racing cyclist is quite 
fanatical in his enthusiasm. He 
is both rider and mechanic and, 
except in those races where a 
manufacturer enters a works’ 
team, does all the nursing of a 
machine, and will sacrifice time, 
money, and holidays to this 
hobby. To have made a film 
extolling the virtues of Dunlop 
tyres would have been teaching 
one’s grandmother to suck eggs. 
But, because Dunlop sponsored 
a film that is no more than an 


limited... 


. your wooing is likely to go unrequited. 
So if the object of your advances is to be 
found in the cinema—remember that 72°, 
of all British cinemas are available to 
PRESBURYS, 3,500 of them in all. Often 
the only cinema in the town is a Presbury 


hall, 


showing Presbury Films, Filmlets 


(monochrome or colour) and Slides. Any 
approach to the filmgoing public must 
include this vast audience. 

Presburys provide a complete expert 
service from script to screen, and every 
detail of production and distribution can be 
safely entrusted to them. Whatever your 
screen publicity requirements, you will be 
wise to approach PRESBURYS first. 


GLOUCESTER HOUSE 


19 CHARING CROSS ROAD: 
WHitehall 3601 (P.B. Ex.) 


Telephone: 


w.c.2 


Member of the Association of Specialised Film Producers 
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extended news-reel with the 
emphasis on riding technique, 
there will be many letters of 
appreciation pouring into their 
offices. 

* * * 


HE film reviews in ADVER- 
TISER’S WEEKLY are normally 
devoted to the efforts of manu- 
facturers with something to sell. 
Thank You From John, the 
30-minute film sponsored by the 
Save The Children Fund, does 
not fall into this category. For, 
indirectly, it is an appeal for 
funds and the voluntary support 
of the work of S.C.F. 

S.C.F. is a charitable organisa- 
tion, but its work has had a more 
long-term perspective than organ- 
isations of a similar nature. As 
the film shows, the participation 


of local governments has been 
at the core of its policy. 

“Thank You From John” was 
produced and directed by Joan 
Duff of. Taurus Films Ltd. with 
complete integrity. It deserves 
the widest showing. 


* * * 


HE Colonial Office, in spon- 
soring El Dorado, has turned 
our attention to British Guiana. 
As the Argosy-Crown Film Unit 
shows, it is a land of enormous, 
almost unprospected treasure. 
To record visual and aural 
impressions of this land, Director 
John Alderson and camera oper- 
ator Reg Hughes. set out on a 
10-month Odyssey. The impres- 
sive results will shortly be seen 
in British cinemas. 


OVER HALF THE POPULATION 
SEES FILMS EACH WEEK 


By W. J. Collins, 
Sales Manager, Theatre Publicity Ltd. 


des platform on which the 
cinema screen rests as an 
advertising medium is the basic 
fact that an average of 26,842,846 
cinema tickets were bought 
every week during 1950, in 
England, Scotland and Wales, 
by a population of five years of 
age and upwards, numbering 
44,945,000, or 60 tickets for 
every 100 peopl: of five years 
and upwards. 

With this information § the 
planning of a cinema screen cam- 
paign can be based either on 
overall national coverage, or area 
coverage, since the vast weekly 
attendance is spread over 4,500 
separate cinemas all over the 
country. Because each cinema 
remains a separate entity, 
although it may be part of a 
chain, special marketing require- 
ments of a product can be 
observed and the type of con- 
sumer (i.e. industrial, agricultural, 
resort, etc.) can be pin pointed 
by concentrating on certain 
areas. Supplies of the product 
can then be based on a 
potential number of consumers, 
as the average attendance is 
known. All waste and overlap- 
ping can be eliminated. 

The aim and purpose of the 
advertiser on the cinema screen is 
to make impact on the mind of 
the viewer, by persuading him or 
her, with all the colourful, pic- 
torial, musical, and vocal effects 
at our command, to buy the 
goods or services publicised. For 
this purpose we make two types 
of presentations: The two-minute 
advertising film (200 feet), and 
colour filmlets (22 feet—15 
seconds playing time). 

The two-minute film can be 
used for any of the following 
purposes: To introduce a new 


product, explain its special ad- 
vantages, demonstrate by actual 
use by a demonstrator the correct 
method of usage, illustrate its 
appearance; to demonstrate any 
improvement in a product already 
well known and consumed, and 


FROM AN ADDRESS TO THE 
REGENT ADVERTISING 
CLUB 


help to maintain its sales: and to 
revive consumer demand for a 
product. For two-minute films, a 
script envisaging picture, music 
and dialogue or commentary is 
prepared. We know of no such 
campaign, when properly organ- 
ised and tied up with stockist 
propaganda, which has failed. A 
chronological plan of showings 
in the various cities and towns 
can be drawn up, and the 
travellers on their various terri- 
tories. provided with this film-— 
showing ammunition, can obtain 
powerful support by counter dis- 
plays, etc., from retailers who 
know the power and influence the 
local cinema screen has on the 
minds of their customers. To 
maintain impact, at least two 
two-minute films should be used 
over twelve months. 

The function of the colour 
filmlet is reminder advertising. 
Its advantages over static present- 
ation are: full colour’ with 
animation by cartoon, puppet, 
display or live people can be 
used. Continuity of the main 
selling story in the two-minute 
film can be preserved, and name 
registration of the brand con- 
solidated, by regular showings of 
designs related to those used in 
the two-minute film; or by special 
designs created to emphasise any 
special selling point. 


WHOever you are... 


WHATever your product 


WHEREver your markets lie. 


GUILD FILMS CAN SERVE YOU 
as they are serving:— 


ent 


Bakelite Ltd. 

Crookes Laboratories Ltd. 
Imperial Chemical Industries Ltd. 
Southalls (Birmingham) Ltd. 


an 
aw 


Chiswick Products Ltd. 
Chivers & Sons Ltd. 

Cow & Gate Ltd. 

Mars Ltd. 

Nestle’s Milk Products Ltd. 
Oxo Ltd. 

W. Symington & Co. Ltd. 
Tate & Lyle Ltd. 


Admiralty (Directorate of 
aval Training) 
Air Ministry. 
Army Kinema Corporation. 
British Electrical Development 
Association. 
British Iron & Steel Federation. 
Central Office of Information. 
Coal Utilisation Joint Council. 
Conservative & Unionist Films 
Association. 
The Cotton Board. 
The Gas Council. 
International Tea Market 
Expansion Board. 
London County Council. 
National Coal Board. 
News Chronicle. 
Rugby Football : 
Four Home Unions. 


> 


Anglo-Iranian Oil Co. Ltd. 
Esso Petroleum Company Ltd. 
Shell-Mex & B. P. Lid. 
Vacuum Oil Company Ltd. 


Automobile Association. 
B.S.A. Cycles Ltd. 

Daimler Ltd. 

De Havilland Aircraft Co. Ltd. 
Harry Ferguson Ltd. 

Ford Motor Company Ltd. 
Rolls-Royce Limited 

The Rootes Group 


te 


Allied Ironfounders Ltd. 

Babcock & Wilcox Ltd. 

British Thomson-Houston Co. Ltd 

British United Shoe Machinery 
Co. Ltd. 

Brush Aboe Group. 

Courtaulds Ltd. 

Thomas De La Rue & Co. Ltd. 

Dunlop Rubber Co. Ltd. 

Gestetner Ltd. 

Hoover Ltd. 

Imperial Typewriter Co. Ltd. 

Indian Jute Mills Association. 

Irish Linen Guild. 

Joseph Lucas Ltd. 

Linotype and Machinery Ltd. 

Pegiers Ltd. 

Pilkington Brothers Ltd. 

Richard Thomas & Baldwins Ltd. 

The Quasi-Are Co. Ltd. 


The Marshall Plan (E.C.A.: Mission to the United Kingdom) 


THE FILM PRODUCERS GUILD LTD. 


Verity Films Led. 
Production 

Greenpark Productions Ltd. 
Production 

Publicity Films Led. 
Production and Distribution 


Merton Park Studios Ltd. 

Production and Studios 

Technical & Scientific Films Led. 
Production 

W. M. Larkins & Co. Ltd. 

Cartoon, Puppet and diagram animation 


Sound -Services Ltd. 
Mobile Distribution: Equipment sales and service: Library service 


GUILD HOUSE - UPPER ST. MAKTIN’S LANE - W.C.2. TEM. 5420 
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HERE js still time to see the 

Fleet Street Artists’ exhibi- 
tion in the Daily Express head- 
quarters. And, believe me, the 
work of these mostly-amateur 
Pressmen artists whose head- 
quarters is the “Mucky Duck” in 
Tudor Street is eminently worth 
seeing, 

J. Dowd (of the Daily Herald) 
who organised it deserves congratu- 
lations and thanks. He and his son 
contribute carvings; his brother 
J. H. Dowd (Punch) shows a dry- 
point. Appropriate to the setti 
of the exhibition is a head o 
Beaverbrook by Owen Rowley 
(general manager, Evening Standard) 
who also has an attractive Bruges 
canal scene and a view of the re- 
building in Shoe Lane. 

Not all the contributors are Press- 
men, however. Advertising 1s 
represented by George Chambers 
(of Knox and Hardy), whose two 
drybrush nudes and striking “Study 
of a Head” are notable for their 


Owen Rowley 


StG. Ogden is now advertisement 
ger of The Lady). For a while, 


vigorous and effective draugh - 


ship. 
* x « 


ALTHOUGH he is no longer pro- 
fessionally connected with engineer- 
ing, E. Dacre Lacey (who the other 
day became Adprint’s publicity 
manager) looks back with justifiable 
pride on the work he did in pro- 
ducing and editing The Welder 
when he was publicity manager for 
Murex Welding Processes. And he 
is still on the programmes and 
journals committee of the Institute 
of Welding. 

Lacey started in advertising in a 
lowly position with the defunct 
Ogden and Spencer agency, whose 
founders had _ previously been 
partners with Charles Higham. (H. 


during the war, he was with Army 
Welfare in Cairo and had a book 
Unit Welfare in the Middle East 
published under War Office auspices. 
He came to Adprint from Latin- 
American Industrial Press. 
Although he lives at Sonning Eye, 
just inside Oxfordshire, Lacey is a 
member of Berks and Bucks Publi- 
city Club. He has just been ap- 
pointed a director of K.L.M. Publi- 
city Services (Reading) Ltd., in asso- 
ciation with Denis Embley. 
* + * 
1 AM GLAD to see that a number 
of advertising men are giving their 
services in connection with a Festival 
Year Exhibition of Sunday School 
activities. To be held in the Con- 


4 


Chas T. Lawrence 


2 ADVERTISING MANAGER’S CORNER | 


On the Ball! 


Maybe you won’t see us playing your local 
team, but we are proud to be able to say that an 
ever-growing band of supporters is always 
shouting for us. The reason we score so often, 
they tell us, is because we keep our eye on the 
ball right from the kick-off, without letting up 
till we reach our goal—a display that invariably 
brings the results hoped for. That's the Harris 
habit of team work ! So if you have a display 
worry you don’t know how to tackle, simply 


pass it to Harris. 


distinctive showcards, clever cut - outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.1 
Tel : REG 3295-6 


G. Chambers 


gregational Hall, Kingston-on- 
Thames on October 26 and 27, this 
event will represent a_ united 
endeavour by the Anglican and 
Free Churches in the district. 

A. C. Sturney, publicity manager 
of Mond Nickel, conceived the idea 
of the exhibition and is chairman of 
the organising committee of clergy 
and laymen. Publicity is in the 
hands of Norman E. Jones (Smee’s 
Advertising) and a committee which 
includes H. A. Spratley (Technical 
& General) and L. F. Tanner, a 
trade paper executive. Poster sites 
have been taken on local railway 
Stations and trolley buses, and dis- 
play space in the Surrey Comet. 
Button-hole badges are being sold 
to Sunday School children to raise 
funds and provide added publicity. 

Finding the money has nm some- 
thing of a headache. 


* e = 
OF THE 1,000 issues which The 
Practitioner has published since 
1868, Chas. T. Lawrence has been 
advertisement manager for well over 
half. “Doc.’’ Lawrence joined that 
journal in 1905, became advertise- 
ment manager in 1919, and well 
remembers the days when a morn- 
ing coat and topper were de rigeur, 
especially when collecting accounts! 

With understandable pride, he 
took me over The Practitioner's 
offices in Bentinck Street. It is hard 
to imagine a more striking contrast 
between its sober exterior (to accord 
with the requirements of the de 
Walden estate) and its strikingly 
modern, yet tasteful, interior. 
building was erected in 1937, round 
what is believed to be the only cir- 
cular lift shaft in London. 

Many a managing director would 
covet a sanctum like that of 
Michael C. Fletcher. Incidentally, 
Fletcher comes of a distinguished 
medical family and was born in 
Harley Street. “The Valley of the 
Shadow of Death,” he gaily calls 
it! 
Lawrence was a stalwart of the 
old Fleet Street Club—a committee 
member for 20 years and its chair- 
man for nine. 


* * + 
WILLIAM MORRIS, that great 
rebel and great man, has been 
praised by people as wide apart as 
the Catholic Chesterton and the 
Communist Page Arnot, and by all 
sorts of in-betweeners, political and 
aesthetic. 

Now comes a book with a strong 
typographical interest, William 
Morris of Walthamstow (Waltham- 
stow Press, 8s. 6d.). Morris was 
born in Walthamstow and_ the 
Morris Museum is in the Water 
House in that borough. 

Few men could be better fitted to 
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Fleet Street’s own art 
show: Ad. men back 
Sunday school exhibi- 
tion: Adprint’s new 
publicity manager: 
“Doc.” Lawrence 
shows me round: 
Moores’s claim is 
refuted. 


By CONTACT 


give the local “slant” on Morris 
than its author, H. V. Wiles, who 
is chairman and managing director 
of the Walthamstow Press, and 
resides in the Epping Forest district 
where Morris spent his early years. 
A man of wide interests, Wiles has 
written books and monographs on 
a variety of subjects. 

_ His latest biography, generously 
illustrated with pictures of the great 
man, his homes, and examples of 
his designs in textiles, wallpaper, 
print, and other media, is an attrac- 


“Rebuilding in Shoe Lane” by 
Owen Rowley. 


tive addition to the Morris biblio- 
graphy. It has a brief foreword by 
the Prime Minister. 


= * . 
AS I expected, H. J. Moores’s claim 
that, with 31 years, he is the 
longest subscribing member of the 
Publicity Club of London has not 
gone unchallenged. Arthur Chad- 
wick’s membership goes back for 37 
years, and Andrew Milne’s—he was 
a founder member—to March 1913. 


WEEKS WISECRACK 


Aw 


“As the client’s wife is 
away for three months, 
he wants us to go on 
running the ads. she’s 


already approved.” 
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Ao) 
(are artists 
Smith and Brown 
both ran a studio in town. 
But profits showed 
a marked decline 
When they tried colour work in line. A \! e 
Though patiently they slogged away, 
They took too long to make it pay. 
When, just before they fell from grace, 
They started using Kodatrace, 
Which, after all, is commonsense — 
For saving labour and expense. 
And now they’ve Kodatrace to thank 
for lots of money in the bank. 


A KODAK PRODUCT 


Kodatrac 


THE MODERN TRACING FILM 


Supplied in 30° and 40° widths in rolls of 20 yards and half rolls of 10 yards. 


Sole Distributors : H.0.Slormn 


CRAVEN HOUSE, 121 KINGSWAY, LONDON, W.C.2. 


Tals GOL. 600s 


When you 
want them 
quickly... 


<q (BLOCKS 
OR 


W Papers) 


READYRECORD 
ADVANCED DESIGN 
, ere. Ft em 
FURNITURE 

will find them 
for you 
WRITE TODAY FOR DETAILS 
OF RANDALRAK 
ADVANCED DESIGN 


STORAGE -« SHELVING 
FILING FURNITURE 


RANDALRAK LTD 


Dept. A.W. 
PADDINGTON GREEN WORKS, W.2 
AMBassador 1661-6 


: 106 VICTORIA ST., s.w.! 
Vitoria 4238-3485 
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“DRIP MATS ™ anew medium 


of absorbing interest . 


National advertisers are rapidly recognising that Drip Mats 
are a most effective advertising medium, whether they are 
used as “point of sale’ aid) of for reminder advertising 
With your message printed on them in attractive colours 
they can be a vigorous addition to any advertising campaign 
in these days of space rationing and other shortages. 
Tresises are Britain's largest procucers of Drip Mats, 
printing them im several shapes and sizes, and in 

many different languages, and despatching them to 

all parts of the world. Tresises will gladly send 

you samples ang full details on request. 


ANY PRODUCT 


or service 


TRESISES DRIP MAT CO. 


PROPRIETORS TRESISES (PRINTERS) LTD 
BANK SQUARE WORKS, BURTON-ON-TRENT 


PPP PLO LLP LLLP LL LOL? Le? 
OKOKOKOKOKOKOKOKOKOKOKOKOKE 


xe 


WHEN 
FLUORESCENT COLOURS 
ARE REQUIRED 
specify 


SP Ebb iS” 


Screen and Water Soluble 
Brush types available 


eee 


+@+ Or ere 


Ideal for Outside and Indoor Display. 


* 


Shade cards, prices, etc., enquire :- 
CHEKMIAN SILKS LTD 
POLAND STREET, MANCHESTER, 4 
Phone: Collyhurst 2565 
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ADVERTISER'S WEEKLY 


FOR OIL COLOURS 
WATER COLOURS 
POSTER COLOURS 


GEORGE ROWNEY & CO LTD 


Srlingske 
Tidende 


Exclusively represented by 


JOSHUA B. POWERS LTD. 
14 Cockspur Street, London, 5.W.1 


EXHIBITION STANDS 
DISPLAYS 


SERVICING 
SILK SCREEN PRINTING 


MERCURY 


DISPLAYS LTD. 


245 VAUXHALL BRIDGE ROAD 
LONDON - S.W.1 - TEL. VIC 0912-3 
worRKsS————_—___FULHAM 


Bata Shoes have appointed 
D.D.W.S., Dolan Davis Whit- 
combe & Stewart, to be their 
advertising agency, effective 
immediately, according to an 
announcement made this week by 
John Tusa, managing director of 
the British Bata Shoe Company, 
East Tilbury. 

A. Campbell Gifford, Bata man- 
ager, and D.D.W.S. are now pre- 
paring next year’s campaigns which 
will include magazines, newspapers, 
outdoor, trade Press and oversea» 
insertions. A national 16-sheet 
Christmas poster campaign is 
already being placed by the agency. 

British Bata are now exporting at 
the rate of over three million pairs 
of shoes annually. This accounts for 
29 per cent of the total shoes ex- 
ported from this country and is the 
largest export of any British shoe 
manufacturer. 

* ~ * 


ACCOUNTS MOVING 
New Agents For 
Dewar’s And Kia-Ora 


Service Advertising Co., Ltd. are 
taking over the advertising for 
Kia-Ora—one of the biggest of the 
soft drink accounts. In the second 
quarter this year £11,728 was spent 
on Kia-Ora_ Press _ advertising, 
according to Statistical Review. 

Another important move _ this 
week is that of Dewar’s whisky, 
made by J. Dewar & Sons Ltd. to 
G. Street & Co., Ltd., who will be 
fesponsible for all publicity in this 
country. The overseas section of 
the account goes to Service Adver- 
tising Co., Ltd. 

* * * 


Gee Advertising Ltd. (Leicester) 
are now taking over the complete 
account of Raywarp Textiles Ltd. 
of which up t& how they have only 
handled _a part. Plans are now 
being made for both home ard 
overseas developments for the com- 
pany’s nylon tricot piece goods, 
made-up garments and hair nets. 

* * * 


A. H. Knowles Ltd. (Manchester) 
have been appointed agents for 
Armitage & Rigby Ltd., spinners 
and manufacturers and producers 
of Andar fabrics and Regatta 
sheets. 

7. ~ * 

As from October 1 S. C. Peacock 
Ltd. (Liverpool) will handle the 
advertising for Gandy Ltd., manu- 
facturers of industrial belting, brake 
linings and automotive products. 

* * * 


NEW_ACCOUNTS 
C. P. Wakefield Ltd. are to 
handle the advertising of Hills 
Patents Ltd. (motoring Press and 
specialised media); Neil & Spencer 
Ltd. (laundry and dry cleaning 
trade Press); Willey & C., Ltd., gas 
industry engineers; W. A. Rollason 
Ltd., aircraft; and Bernard Raffles 
Ltd. ties (provincial Press). 
* - * 
Rathbone Publicity Ltd. are to 
handle the advertising and print for 
the Hey Engineering Co., Ltd., 
makers of special machine tools 
and yee. 
* 


W. C. Youngman Ltd. have 
ppointed Taylor Advertising Ltd. 


ADVERTISING 


Bata Shoes Appoint D.D.W.S. 


Agents are Willing’s 
Ltd. 


to handle their advertising which 
will include whole pages in trade 
Press featuring Youngman Light- 
weight staging. 

* ~ * 

New clients for Donald Mac- 
Donald (Advertising) Ltd. (Man- 
chester) include Calvert & Co., Ltd., 
manufacturing engineers, and Sil- 
coms (Bolton “ngineering Co., 
Ltd.), manufacturers of tools, dies 
and plastic mouldings. 

* * *” 
NEW _ CAMPAIGNS 


_ Philips Electrical Ltd. are launch- 
ing a national Press campaign for 
the Philishave electric dry shaver, 
beginning early this month and con- 
tinuing till the end of February. 
Papers being used include News of 
the World, Sunday Dispatch, Sunday 
Express, Sunday Times, London 
evenings, John O’London's Weekly, 
Punch and Wide World Magazine. 
The theme of the first series of ad- 
vertisements is “easier, pleasanter 
shaving.” For the national and 
London evening papers, 4 in. and 
6 in. d.c. spaces have been booked, 
and half and whole pages for the 
periodicals. Agents are Erwin, 
Wasey & Co., Ltd. 


LOL RROOwrnnrnv™" 
First Austin Motor Show adver- 


are Austin’s agents. 
DPD PPMP” 

A booklet on diet for children, 
written by a well known dietitian, 
is being offered in new Roboleine 
advertisements in class women's 
magazines. Max Ritson 
Ltd. are the agents. 

* - * 

Strip cartoons are featured in a 
new campaign for J. & J. Colman 
Ltd. _ Three Bear Oats, 
by S. H. Benson Ltd. 


PHILIPS 


LECT DRY SHAVER 


stations. 
T 


handled 


This is one of the Philips Philishave 
advertisements. 


A new style campaign _ for 
Alexandre Ltd., multiple tailors, 
uses strip cartoon technique. 


National and provincial papers are 
being used. Foote, Cone & Belding 
Ltd. are the agents. 
* * ~ 
The British Vitamin Products 
Limited, makers of Britvic tomato 
cocktails, are commencing escalator 
advertising in November at selected 
Agents are Auger & 
urner Ltd. 
* * * 


A specialised Press campaign is 
being conducted for Graton & 
Knight Ltd., belting manufacturers 
and power transmission engineers, 
by Rathbone Publicity Ltd. 

* * * 

Standard Brands Ltd. are run- 
ning extensive autumn area cam- 
oo for Glass Gloss throughout 

otland, using large-size spaces in 
leading papers and on Merseyside 


and Manchester districts, using 
Press advertising and 16-sheet 
Peacock 


ew Agents are S. C. 
d. (Liverpool). 
- * 


New bookings have been made 
on Lourenco Marques Radio, South 
Africa, for Max Factor Products, 
Nugget — and Nugget white 
cleaner, Sanpic, and Union Castle 
Mail Steamship Co., Ltd. Exten- 
sion of present bookings have been 
made for Eno’s fruit salts, Kellogg's 
cornflakes and rice crispies, Mac- 
leans toothpaste and Vaseline brand 
products. 


Ekco Use Election Angle In New Scheme 


First lamp manufacturer to tie- 
up with the General Election is 
Ekco who are using the slogan: 
“Put me in—I'll brighten up the 
house!” This theme is being used 
in the national Press until election 
day. 

As soon as the election is over, 
Ekco-Ensign will switch to the 
theme “A better light and no mis- 
take.” The main emphasis of this 
national campaign, which uses the 
daily, evening and Sunday papers 
and the provincial Press, is on 
tungsten filament lamps. In the 
fluorescent market, which is largely 
industrial and commercial, Ekco- 
Ensign are giving great prominence 
to double-life fluorescent _lamps. 
“As good as two lamps for the 
price of one” is the appeal being 
made in the trade Press and the 
technical journals. ; 

The whole campaign is supported 
by showcards, sales promotion 
matter, literature and a comprehen- 


sive window display service. There 
is also a filmlet in_ technicolor. 
Service 


AND (oocetU FLUORESCENT 


EKCO-ENSIGN ELECTRIC LTD 


This is the Ekco election ad. 
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For Readers 
And Advertisers 


THE 
OBSERVER 


PRESS & POSTER ADVERTISERS 
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IS THIS The APPEAL of 
VISUAL 

THE ANSWER, ADVERTISING 
oO RAT LEIS UNDISPUTED 
OF YOUR cites te toe 
SPACE mapa Of 8,000,000 people— 
| for £50 p.a. 

SHORTAGE This must be the 
GREATEST FORWARD 

PROBLEMS ene 


SINCE THE WAR 


LUDGATE GARDENS 


HAVE ROOM FOR ONLY 300 IN THEIR 


SHOWROOM ARCADE 


LIGHTING - WINDOW DRESSING . CLEANING . WATCHING 
LEAFLET DISTRIBUTION MUSIC MANNEQUIN PARADES 
ALL CAREFULLY PLANNED TO MAKE OUR ARENA 


LONDON’S FINEST ATTRACTION FOR 1952 
(SPECIAL ARRANGEMENTS FOR ADVERTISING AGENTS) | 


WE HAVE BEGUN SPACE ALLOTMENT. PLEASE APPLY NOW 
LUDGATE GARDENS, 56-74 LUDGATE HILL, ECA 


Ingram House, 195-198 Strand, London, W.C.2. 
Manchester Office: 55 Market Street. 


SPHERE 


For all catagories of quality goods THE 


SPHERE offers opportunity, absolutely with- 
out waste, to approach an immense readership 
among people—men and women—who have 
the means and discrimination to buy only 
those goods which are of outstandiug merit. 
If yours is a quality product or service 
make sure your announcements are in 
THE SPHERE ... where your investment 
is economical and SAFE... where readers 
have both INCOME and CAPITAL. 


Our superb full four-colour is heavily booked, and 
for many issues is fully booked. But, please let us 
have your enquiries so that we may see if it is 
possible to accommodate your particular needs. 


SPHERE READERSHIP ~ | 


REPRESENTS PURCHASING POWER 


FRANK J. DUNN, Advertisement Manager, 


TEMple 5444 
Tel. Blackfriars 4109 
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THAT Dudley T. Turner, chairman 
of Dudley Turner & Vincent Ltd., 
has just returned from holiday in 
Germany where he toured the 
Rhineland. 
* * 

THAT Sie Lid. are distributing a 
free 28-page illustrated booklet on 
“What you need to know about 
TV” in the new Holme Moss TV 
area. 

* * * 
THAT A. B. Hunt, editor of the 
Brighton & Hove Herald. was 


elected, unopposed, as the next presi- 


“...and they are p 
to give a testimonial ...”’ 


jon Radio 


dent of the Institute of Journalists, 

* x . 
THAT spacious new advertisement 
offices for the Keighley News, ad- 
joining the existing premises at 
North Street, Keighicy. were opened 
last week. 

* * ¥ 
THAT the Society of Industriai 
Artists will celebrate its 21st ann- 
versary with a dinner at Goldsmith's 
Hali on Tuesday next, when Sir 
Gerald Barry will propose the toast 
of the Society. 

* * oe 
THAT Sunday evening programmes 
Luxembourg’s 208 
medium wave transmission will start 
one hour earlier—at 6 p.m.—as 
from Sunday, October 21. 

& * ok 


THAT strong protests by Bedding- 
ton and Wallington Borough 
Council against a scheme to put 
up advertisement signs at Croydon 
aerodrome has resulted in the Civil 
Aviation Ministry dropping the 
project. 
* * 

THAT the four successful candi- 
dates from the Manchester area in 
the A.A. diploma examinations— 
F. B. Barlow, A. F. P. Swindells, 
N. A. Attwood and W. Rogers— 
have been invited to Manchester 
Publicity Association's October 
luncheon to receive congratulations. 


Sroteman 


HE men and women who read 
THE SCOTSMAN comprise the 
classes who buy only the best as a 
matter of course. Advertisers of 
products and services which are 


| 


4 


above the average in quality appre- 


advertisements are prominent in 


ciate this, which is why their 
| 


this leading national newspaper. 


SCOTLAND’S NATIONAL NEWSPAPER f 


North Bridge 
EDINBURGH 


{HUMMING MAT MUNN AME 


63, Fleet Street j 
LONDON, E.C.4 


Forty members of the Press Advertisement Managers Association were 


guests of the Dunlop Rubber Co., 


Lid., at Fort Dunlop. They 


travelled from London in company with C. L. Smith, general adver- 
tising manager of Dunlop & Associated Companies and W. A. Evans 


their assistant information officer. 


At Fort Dunlop the party was 


welcomed by J. Gray, the company's reception officer, and by G. T. 
Freeman, advertising manager of the Tyre Group and his staff. Front 
row l. to r. A. Clay (hon. treasurer, P.A.M.A.), E. Metcalf (Council 
member, P.A.M.A.) G. T. Freeman (advertising manager, Tyre Group), 
David Clackson (president, P.A.M.A.), C. L. Smith (general adver- 


tising manager, Dunlop & Associated Companies), G. 


J. Studd (vice- 


president, P.A.M.A.), E. J. Hayes (hon. sec., P.A.M.A.), J. Gray 
(reception officer), W. B. Lattimore (Council member, P.A.M.A.). 


THAT honey collected by bees on 
the roof of the Fleet Street office of 
the British Beekeepers’ Journal has 
been sent to Buckingham Palace 
with the good wishes of the British 
Beekeepers’ Association that it will 
help the King make a speedy re- 
covery in his convalescence. 

* * * 
THAT with a net score of 62, the 
18-hole medal competition of the 
Dunlop (London) Golfing Society, 
played over the Effingham course, 
was won by W. A. Evans, assistant 
to the information officer. 

* ~ * 


THAT use of advertisements and 
placards which suggested that drink 
made better sportsmen was criti- 
cised by Isaac Foot in his presiden- 
tial address to the conference of the 
National Commercial Temperance 
League, at Birmingham. 
- * * 


THAT Peggy Rushton is handling 
publicity for the Hilton Edwards- 
Micheal MacLiammoir Dublin Gate 
Theatre Company during the coming 
season. 


por the Snispest Gack 
Wee Stet0ne 2 ow ute grt’ 
—_— | 


THAT the M. & D. biscuits series is 
now fieing up with the General 
Election. 
~ * *« 

THAT one of the subjects to be 
discussed at the autumn conference 


of the British Institute of Manage- 
ment (Harrogate, November 15-18), 
is “Should advertising agents give 
advice on marketing and how should 
they be remunerated?” 


ADVERTISING 
‘DIARY 


Friday, October 12. 
Pusticiry CLUB OF SHEFFIELD. 
Luncheon meeting. J P. Lamb on 
“What is mnecded to publicise 
Sheffield.” Grand Hotel. 
Pusticiry Cius oF GLascow. 
Speaker Sir Hugh Robertson. 
Grosvenor Restaurant, 12.55 p.m 
Liverroo. Pusticiry Assocta- 
TION. Derek J. Roe on “The next 
step forwarc for advertising.” 


¥. October 15. 

Nationa DtspLay_ CONVENTION 
AND EXHIBITION. Central Hall, 
ee (until Friday October 

) 


Tuesday, October 16. 

Pusticrry CLup OF SUNDERLAND 
annual mecting Seaburn Hotel, 
7.30 p.m. 

REGENT ADVERTISING CLus. 
H. Henry on “Media Research” 
(educational lecture). 


» October 17. 

Berttsh Direct Mai ADVERTIS- 
ING AssociaTION. James B. Stani- 
land on “What does market re- 
search do?” Waldorf Hotel. 

p.m 


ADVERTISING CLUB OF OXFORD. 
“Magazine ma colour film. 


Little journey to Ordnance Survey 
Office, Leeds. 2.30 p.m 
Pusticiry Cius or Gtascow 
Gunior section). Rowan'’s Smoke- 
room 7.30 p.m 
Thursday, October 18. 

RKS AND Bucks PuvusLicity 
Cius_ = luncheon Royal Hotel. 
Slough, 12.45 p.m 

Pustictrry CLus oF NEWCASTLE 
luncheon Speaker: Mrs. Lorne 
C. Robson. 1 he 


‘Poeucrsy ps or GLascow. 
Speaker: Dr. C. Stewart Black 
Grosvenor Restaurant. 12.55 p.m. 

Monday, October 22. 

Pust icity CLUB OF Lonpon. Alan 
Hess on “Round the world publ 
city."" Waldorf Hotel. 


October 23. 

REGENT ADVERTISING Cus. 
George Evans on “Process Engrav- 
ing—biack and white.” (Educational 
lecture), 
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ADVERTISER'S WEEKLY 


A small tug can guide a liner 


many times its own weight 
— because it is a 


highly-concentrated power unit 


Uver 30,000 purchasers of House and Garden guide 
the buying habits of many times 
their own number — because they are a 


concentrated and powerful body of influence. 


lt you sell anything tor the house — or garden — your medium is 


House & Garden 


Published monthly at 3/- 


& PAGE RATES: COLOUR £135, B & W £80, AND PRO RATA 


ae The Condé Nast Publications Ltd. 37° coLpEN sQUARE, LONDON, W.1. 
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eke y, 
Manufacturers of High quality plastic Showcards and 


Display Stands, are pleased to announce that they are 
now in a position to accept orders for the production of 


STEREOCHROMIC DEEP 
PE RSPEX. 


PRINTING ON 


VIEW 


Something new — attractive — arresting — artistic and 


with strong sales appeal. 


Advertising agents and executives are specially invited to visit 
our showrooms where a large variety of display aids can be seen. 


PLASTICADS LTD 


42 ST. MARTIN’S LANE, W.C.2 
TEMPLE BAR 8774/5 


DESIGN 
PHOTOGRAPHY 
DISPLAY 
EXHIBITION 
SILK SCREEN 


Replicards Ltd 


407-409 
HORNSEY ROAD 
HOLLOWAY 
LONDON N.19 
ARC: 1178 & 3469 


SIGNS 


aveny oescairtion 
SUPPLY * ERECTION + RENOVATION, 
mat STUDIOS ‘SIGNS A DISPLAYS) LTD 


SOSTUM ROAD. HANWELL be 
ai 9908 


Agency Enquirves Evpeciaily ‘nvned 
Persons! Attention * Scrictest Confidence . 


consult the experts 


ag 
/\CAMLE ) 


y) 


POINT OF SALE 


advertising 


% SHOWCARDS %& SIGNS y DISPLAY 
STANDS IN METAL, WOOD ANDO 
PLASTIC METAL PRODUCTS 

¥%& ILLUMINATED SIGNS 


ACME sHOWCARD & SIGN CO., LTD. 
Paragon Works, Enfield, Middx. 
Tel : Howard 165! Est. over half a century 


; 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. RBOBINSON 

STUDIOS, LIMITED 

72a Plough Rd., Battersea, S.W.Il 
Tel. Nos. Battersea 5300 & 4886 


HENDON 
BILLPOSTING 
COMPANY 


37 SPRING STREET w.2. 


eo 


BOLT ON 
STANDARD 


is read by over 80,000 people each 
week. Copies are devoured from 
cover to cover, and local readers are 
enthusiastic in their praise of its 
contents. It is the favourite local 
weekly, is kept in the house for a 
week and is read by all the members 
of the family. 8/- per single column 
inch. 

BOLTON’S BEST WEEKLY 


ADVERTISING MEDIUM 


peepee 


you will like our 
iolder about giant m*Dhotowraphc 
enlargements. Ask for your copy. 
Autotype, Brownlow Rd, W.13. Ealing 2691/3 


AUTOTYPE. 


Octoser 11, 1951 


Publications News and Notes 


‘Morley Observer’ 
80th Birthday 


The Morley Observer has reached 
its 80th birthday. Since its birth the 
Observer has been run by the Stead 
family. Present editor is George 
H. Stead, whose son, G. Michael 
Stead (representing the fourth 
generation) is chief reporter. Many 
congratulatory messages will appear 
in to-morrow’s issue. 

* * * 


Published by the New Century 
Publishing Co., Ltd., October's 
International Shoe Fashions has a 
much more elaborate design and 
layout than formerly and many new 
features. These include:  inter- 
national shoe fashion reports and 
style sketchbook, survey of retail 
business and promotion methods, 
commentary on fashion trends in 
women’s clothes from Paris, New 
York and London, and articles on 
subjects linked with the shoe 
industry. 

* ~ * 


First issue of Trade Digest will 
be published in January 1952, by 
Executive Publications Ltd. Edited 
by T. Alan Pratt, an accountant 
and secretary of the _ British 
Hosiery Manufacturers’ Association, 
the journal will deal with financial 
matters, business problems, home 
and overseas markets and trade and 
industry generally. The advertise- 
ment director is Wm. F. Burbidge, 
71 London Road, Leicester. 

* * * 


In addition to quoting prices 
realised for 1, used motor 
vehicles and a 60-page index giving 
specifications of all British post-war 
cars with valuations, the November 
issue of the Magazine 
will contain a full report and pic- 
torial supplement on the Motor 
how at ris Court. 

* ~ 


_ Sunday Post, Nairobi, is increas- 
ing its rates in the New Year to 
9s. per s.c. inch, for 1-12 insertions. 
London representatives are African 
and Colonial Press Agency. 

* * * 


As from next Monday Kings 

orton Observer rates will be 

raised. General display rate will be 

8s. 6d. per s.c. inch, as against 6s. 
* - * 


Three special issues of Iliffe’s 
Farmer and Stock-breeder are being 
published in connection with the 
Annual Dairy Show—pre-view 
numbers, October 16 and 23, and 
a report number, October 30. 
Established 108 years ago, this 
journal is read by more than 
125,000 farmers, merchants and 
others. 

* + 

Newnes announce that with its 
reversion to weekly publication, 
beginning with the issue on sale 


CLELAND 
PACKAGING 


fe rdary in mracuiata syle and inthe 
functionally and visually. 
WM. W. CLELAND LTD 


STAPLE HOUSE, HOLborn 2521 
CHANCERY LANE, W.C.2 & BELFAST 


to-morrow (Friday), John O’Lon- 
don’s Weekly, although continuing 
to cater mainly for booklovers as 
it has done for over 30 years, will 
incorporate new features covering 
plays, music, art, and cinema. 
* * ~ 
Three special issues of The 
Motor, on October 10, 17 and 24, 
will tell the story of the Inter- 
national Motor Show. In addition 
and Mofor Boat and 
Yachting will be published on 
October 17, the opening day, and 
will contain illustrated previews of 
the exhibits. They will be available 
¢ the Temple Press stand at Earls 
ourt. 


*~ . 

New headquarters of the Nigerian 
Daily Record (formerly the Nigerian 
Weekly Record) are at Enugu, not 
Calabar as previously — 

* * 


6. 


Ee 


The “Daily Telegraph” amateur- 
professional golf tournament was 
held at Ganton, Yorks. W. S. 
Mcleod partnered by W. J. Cox, 
defeated C. D. Lawrie and J. 
Adams in the final on Saturday. 
Picture shows: Mcleod 
(left) receiving the “Daily Tele- 
graph” Trophy from the Hon. 

Seymour Berry. 

* *~ * 


The Salford City Reporter plans 
to organise weckend trips to Paris 
for readers next year. 

* * * 
cial Motor Show number of 
id, to be published on 
October 20, will be caluaged to 80 
pages. 
* ~ 


Motor Trader is publishing three 
special numbers in connection with 
_ year’s Motor Show—October 

17 and 21. Yachting World for 
Gude will be an enlarged issue 
covering the Marine Section of the 
International Motor Exhibition. 

* - * 


The first Racing Review Annual 
will be published by Racing Review 
magazine on December 17. Sixtv 
thousand copies are being printed 
to be sold at cost price. The annual 
will be of the same size as the maga- 
zine—S4 in. x 84 in.—and will = 
sist of 320 pages on art pape 
many in full colour. It will be cloth 
bound with a stiff back. 

* * * 


London Weekly Diary of Social 
Events, advertisement managers of 
which are R. Harris Publications, 1s 
now taking centre spreads. First 
of these has been placed by — 
Publicity Ltd. on behalf of Selby 
Shoes, and bookings include 
Harrods and Jack Barclay, placed 
through Alfred Pemberton Ltd. 
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@ Continued from page 62 


PRESS PLANS AND PROSPECTS 


the co-operation of the wholesale 
and eer trade.” 
* * 

Reginald Bezzant (circulation 
director of the News of the World) 
will be honoured by the Provincial 
Sunday Wholesalers Society on 
December 12. A _ complimentary 
luncheon will be held at the Con- 
naught Rooms in appreciation of 

r. Bezzant’s 23 years’ service to 
the N.P.A. Sunday Newspapers Cir- 
culation Managers Committee—and 
mark his retirement at the end of 
this year. 

* ~ * 

Two Amalgamated Press comics 
are to resume weckly publication. 
They are Chick’s Own dated 
October 20 and Tiny Tots dated 
October 27. a 


. * + 
On November 9 the News of the 
World publishes its first comic paper 
T.V. Comic, price 44. It will 
appear weekly as a quality produc- 
tion, with eight pages, 9 x 124, 
printed rotary gravure in colour 
throughout. 

. * * 
London circulation executives 
attended the annual dinner dance of 
the East Midland Division circula- 
tion representatives at Leicester. 
Presiding was the East Midland 
branch chairman L. G. Mizon (A.P.) 
and chief guest was W. Gunn 
(general circulation manager 

Kemsley’s, Southern Area). 
Circulation managers at the top 
table were Rhys Thomas (Sunday 


Dispatch), A. McNab (Daily 
Express), V. R. Bell (Sunday 
Express), H. Rochez (People), 


K. E. N. Pharoah (Temple Press), 
Chappell (Newnes-Pearson), E. J. 
Thompson (Time-Life), and W. G. 
Pyatt (Reveille). Circulation directo: 
W. J. Garnham, of Argus Press, was 
present with W. O'Neill (Odhams 
Press) and C. Day (Illustrated 
Newspapers). 
* * ~ 


The Christian Herald announce a 
localised Press campaign for the 


am + Kent newspapers which 
will launched almost immedi- 
ately. For point-of-sale at news- 
agents, special display cut-outs in 
Day-Glo have been prepared and a 
great number of double-crown 
mounted frames will show-off a new 
poster a ar * plastic. 


- 

site with a January 1952 
issue, Metals, published by 
Temple Press, will be increased in 
page size to provide a type area of 
10 in. x 7 in. 

* * ~ 

New advertisement rates of the 

‘atholic Times, which are now in 
effect, represent an 
2s. 6d. per s.c.i. 

* * * 

Third Mechanical Handling Ex- 
hibition and Convention will be 
held at Olympia, from June 4-14, 
1952. It is organised by Iliffe’s 
a Handling. 

+ * 

The Seottish Sentinel monthly 
magazine for the Scottish Episcopal 
Church, published in Dundee, has 
ceased publication owing to rising 
costs. 


increase of 


* * * 

Backed by an outstanding advertis- 
ing campaign in London and the 
provinces including 32- and 16- 
sheet posters and_ three-colour 
streamers on bus sides—public in- 
terest has been attracted to the 
Beverley Nichols series “A Pilgrim's 
Progress 1951” now appearing in 
the Sunday Chronicle. 

* ad * 

A new publication, The Northern 
Househunter, published fortnightly 
by The Northern Househunter and 
Business Fortnightly Ltd., from 
Cromwell Buildings, Blackfriars 
Street, Manchester, has aa * its 
first appearance. * This 44 
publication deals with a 
wanted and for sale in its sixteen 
pages and also contains articles of 
special interest to the house owner 
on such subjects as house purchase 
and land rents. 


Legal & 


TWO FOR TRIAL ON 
CONSPIRACY CHARGE 


Alec Emanuel Alvarez (48), publicity 
agent and Norah Vera Clark (27), 
housekeeper, both of Blatchington Road. 
Hove, appeared on remand at Clerken- 
well Court on Friday on a charge of con- 
spiring together as directors of Irving 
Disp'ays Litd., fraudulently to take to 
their own use and benefit monies of the 
company. 

There were further charges against both 
of fraudulentiy tak ng to their own use £30, 
against Alvarez of fraudulenuy taking sums 
of £18 Ss.; £11 14s and £22, and against 
Clark of fraudulently taking sums of £5, 
£22 Ss.; 25; £32 and £28 

was stated that defendants were 
directors of the company, which carried 
on business as advertising agen’s and con- 
tractors, and that Mrs. Clark was a'so 
It was alleged that cheques 
signed by Alvarcz or Mrs. Clark and 
coun‘er-signed by Fishman. a solicitor 
of Chessing*on Court. Finchley, N.3, had 
been cashed on the insructions of one or 
other of the cefengants, and that they had 
received the proceeds. 

Both defendants were committed for 
trial at the Centra! Criminal po 
their own recognisances ¥. 
Alvarez with a surety in the sum “of £300 

Counse! for the defence said they 
pleaded not guilty and had a complete 
defence to put before a jury 


A 


CHANGES OF ADDRESS 
Condé Nast Publications Ltd. (publish- 
ing department) to 223-227 St. John 
Street, Clerkenwell, E.C.1. 
Harris & Sheldon Ltd., display cquip- 
ment marufacturers. to 46 Gt. Marl- 
borough Sgreet, London, W.1. 


Gazette 


WILLS 


ALeRED Earnest Jounnstone, of 2 
Lodore Road, Newcastle-on-Tyne, retired 


the 
and Journal Ltd, left 
7 id 


Newland, Northampton, 
the printing firm of J. Stevenson Holt 
Lid., left £3,306 ‘Ss, 8d. gross, 
. - met. 

Dexter Truscorr, of 11-12 
Bury S:reet, St. Mary Axe, E.C., 

cha rman of James Truscott & Son Ltd., 
and Master of the Stationers’ Company 
1938, left £77,306 Ss. 10d. gross, 
£74,559 Os. 4d. net. (Duty paid £37,809) 


Stage Success 


Of the many amateur dramatic 
companies in the publishing, 
printing and allied fields, there 
can be few to equal the Dorset 
House Players (Associated Iliffe 
Press). Their presentation at the 
Rudolf Stener Hall last week of 
Gerald Anstruther’s play “The 
Third Visitor,” was an excellent 
piece of work equal in many 


ways to a West End production. 
At least one member of the 
cast has been on the professional 
stage—Charles McVeagh Crich- 
ton, new associate editor of The 
Architect & Building News. 


Making Irish 
Timber Into 
Wood Pulp 


Killeen Paper Mills Ltd., 
Inchicore, Dublin, are installing 
machinery and equipment to con- 
vert native Irish timber into 
chemical] and semi-chemical wood 
pulp. 

The company’s decision to start 
what will be a new Irish industry 
is influenced, states G. Munford, 
a director of the company and 
manager of the mills, by both the 
high cost of imported Scandi- 
navian pulp and the assurance 
that, with the expanding State 
forestry programme, increasing 
supplies of native timber for con 
version into pulp will be available 
to Meet rising demand 

German and American mach- 
inery and equipment are being 
installed at Inchicore. More 
machinery is on order from the 
U.S.A. The mills, which were 
started as long ago as in 1775 
but were closed for many years, 
are being enlarged. 

The pulp is to be used in the 
first instance in the manufacture 
of single and double faced cor- 
rugated board for containers. In 
addition to containers, the com- 
pany makes wrapping papers, bag 
papers, liner boards, fluted papers 
and plaster board backing paper. 


Avoiding Damage 
To Newsprint 


A roll of newsprint can be 
very easily damaged, and con- 
cealed damage is often more 
serious than visible damage 

Causes of damage are listed in 
Transportation and the Handling 
of Newsprint, published by the 
Finnish Paper Mills Association 
and available on !oan to members 
from the library of the Printing, 
Packaging, and Allied Trades Re- 
search Association. They include: 

Moisture; blows and knocks; 
being compressed out of shape 
by excessive pressure; squeezing; 
loading or stacking directly one 
upon the other, and not nested; 
Stacking against nuts, bolts or 
other projections; storing on, or 
rolling over, an uneven surface. 

Storage and stowage on end 15 
recommended for avoiding 
damage. 


| ; 
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HIGHEST GRADF SPEEDY SERVICE 
CLEAN © SHARP \ EXPRESS / 
CRAFTSMANSHIP ‘ DELIVERY 


*“DAY-GLO”? prinTERS 
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CLASSIFIED ADVERTISEMENTS 


(Continued from cover) 


BUSINESS OPPORTUNITIES 


DRAWINGS for all purposes. w. 
oe Square, 
C.l. MUS 7181. 


(own photo-litho peocess piant.) 
CARILLON PRESS LTD. 
Fine Colour Printers, Soweencut 

Teleph: Boscombe 3683 
ondon = "99:10 Fleet Si. ca. 
Phone: CENtral 


SERVICE TO ADVERTISERS. Good 
ideas, Layout, Lettering, Finished and 
uals. General 


ACCOMMODATION 


BAKER STREET. Large. light, well fur- 
nished room to let to artist, copywriter 


or pair. cent, light 
and use of telephone. = work 
guaranteed. 

Box 54 Ad. Weekly _180_F Fleet St EC4 


Box 34 Ad. Weekly 180 Fleet St BC4 
CRPORT ANE OFFICE BUILDING ‘to 
on lease without premium 
Tinme hate so of approximate'y 
1,700 sq. ft.. with ultimate possess on 
of a further 4,500 sq. ft. Plans and full 
riiculars to Victor Behrens & Co., 
Surveyors. 6 Suffolk Street, S.W.1 
(WHI 2448, 


a a TO LET. Ficet Street. G00 
ft. approximately.) Light and 

guiet, Ground one. 
25 Ad. Weekly 180 Fleet St EC4 


SALES AND WANTS 


= SALE: 5 Continental Silenta and 1 
C. Smith typewriters in excellent 
watine condstion Apply Y mca 
Truth, “107 Fleet Street, E.C.4 
TO ADVERTISING, Exhibition and Dis- 
play Specialists. White Opaque linen 


on péveemngsons estate terms; regu! —— 
Write: Box 4301, William's Advert. 
Offices. Bradford. - 
MASSEELEY. Brand new ail electric 


printing machine; hardly used; cost 
£525: today’s price now over £600: 
accept £375, includ ng all type; ideal for 
dra a multiple store Apply 
“" Newton Road, Canford 
Cliffs tel 78548), ne. Bournemouth. 


CHANGE OF ADDRESS 


Agencies are advised 
ERIC J. SEMPER 
(MENS FASHION DRAWINGS) 
has 1emoved to 
Te ABBEY ROAD 


ST. JOHN'S WOOD, N.W.8 
CUNningham 681! 


PRINTERS 


PRINTERS with modern Intertype 


have 
capacity to produce small regular 
journals. Inquiries invited for general 
printing. First class service. entral 


Printing —. 47 Alexandra Strect, 
Southend-on-S 

LITHO PRINTING. “Best quality colour 
work and really good service ue 
West Yorkshire Triatios Co., 
George Street, Wakefi 


SPECIAL ANNOUNCEMENTS 


See October 4 issue of Advertiser's 
Weekly, pages 52 and 53 for the 
Advertising Services & Sup- 
plies Section. November | 
will be the next issue containing 
these services. 


* 
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CLASSIFIED ADVERTISEMENTS 


SPACE REPRESENTATIVE wanted for 
North East and for North West Eng- 
land with connection amongst 
industrial companies Full details to 
Box 50 Ad. Weekly 180 Fiect St BC4 


ADVERTISEMENT MANAGER 
quired for two monthly 
cuowtanes of 
tage Dato 
ete., 

Box 28 38 Ad. Weekly 180 Fleet St EC4 


INTELLIGENT GIRL required (age 28- 


re- 
magazines, 
Photography an advan- 
particulars of experience, 


35), with sufficient knowiedge of print- 
ing and block-making to enable her to 
deal with advertising material. Good 
starting salary with prospects Profit 
sharing and Pension Schemes. 5 day 
week. Write, quoting reference ae 
- Staff Personne! Mana S. Sm 


ger 
_— (England) Ltd., Cricklewood 
Wor s. N.W.2 


REPRESENTATIVES required (London 
and Provinces) for established organisa- 
tion producing window displays and 
exhibition work, with subsidiary depart- 
ments for silk-screen, 
graphy, printing, etc 
and support for men 
manent positions 
approve expansion 
Box 26 Ad, Weekly 180 Fleet St EC4 


ASSISTANT 


required for Publicity Department 
of leading plastics manufacturer— 
man aged about 30. In addition to 
general advertising background, 
experience with engineering manu- 
facture or technical journal would 
be an advantage. Write stating age, 
experience and salary required to 


able to fill per- 
Present staff fully 


Box 830 
Advertiser's Weekly, 180 Fleet St., E.C.4 


ASSISTANTS for Publicity 
of enginecrs, for compilation of spare 
rts lists and similar publications. 
engincering experience essential: 
most be able to read drawings, but art 
work not required. est London area. 
S-day week, State age, experience and 
salary required. 
Box 37 Ad. Weekly 18Q Fleet St EC4 


Department 


RATES: APPOINTMENTS VACANT, 3s. 6d. per lime, 358. per display panel inch. 

APPOINTMENTS WANTED, 3s. per tine, 380s per display panel . All other 

classitications, 4s, per line, 4%s. per display panel lack. Minimam, 3 tines. Box No. 

charge, one plus 9d. covering postage, Series rates om application: 

adve seven im MUST Bt PREPAID. — ** Advertiser's 
Weekly,” 180 Fleet Street, London HAncery 8844. 


APPOINTMENTS VACANT 


THOMAS SKINNER. & CO. (PUB- 


LISHERS) LTD., require an advertise- 
WANTED ment clerk (Female) with considerable 
A SALESMAN experience of make-up for their annual 


reference books. Replies to 330 Gres- 
“ham House, Old Broad Street, E.C.2 
giving details of age, experience and 
Salary. 


who can really sell 
who has personality plus the 
ability and spirit to make a 


ASSISTANT EDI TOR for leading pro- 
“ lata me uction engineering journa niversity 
consistent effort to succeed. degree or equivalent and practical 
We are one of the largest experience in | engineering roduction 

nomial ° . » £ are qualifications require nowledge 
Advertising Contractors brig the of modern management methods an 
United Kingdom and like to advantage. 


pay a salary based on results. 

We need to know applicant's 

past achievements as well as 

full details of his career and 

his ambitions for the future. 
Box GA 528 

4/7 Salisbury Court, Fleet Street, E.C.4 


Box 833 Ad. Weekly 180 Fleet St EC4 
FIRST CLASS RETOUCHER for techni- 

cal subjects wanted by leading specialist 

Agency. Salary according to experience: 

age immaterial (within reason) 

Box 835 Ad. Weekly 180 Fleet St BC4 


GRAPHIC ARTS 


JOURNALIST 


required for progressive LIMITED 

weekly wade journal (1 — Genera 

engineering experience and languages t : : 

Sead Meet beaibems for’ denn have vacancies for artists in the 

energetic man able to work on own following sections 

initiative. Write stating ote, a a “y 

quired and full details to Box 741 * 

Willing 362 Gray's Inn Road, Lon: Lettering and Layout 

__don = i . * . 
REPRESENTATIVE REQUIRED. Old Still Life Line and Wash 


established firm of Primiers in the Hom 


General Studio Work 


Sountics specialising in medical om 

scientific (Gncluding formula) books 

and periodicals. high class ictterpress Apply for appointment 

etc., require representative ba min: 

mum turnover of £15,000 rite in 

first instance to Box K.701 c/o Streets. GRAPHIC ARTS LIMITED 

110, Old Broad Street, E.C.2 39/40 Bartholomew Close, E.C.! 

REPRESENTATIVE “DISPL AYS, silk (MONarch 6371) 

screen printing ondon Good con- 1 

tacts essential. Exceptional commissions 

and expenses AD\ ERTISEMENT MANAGER _ cc- 

Box 40 AU. Weekly 180 Fleet St EC4 quired for smail monthly magazine. 
Knowledge of Yachting and Small 


Senior 


Drury House, 


A VACANCY OCCURS ON THE 
ADVERTISEMENT STAFF OF 
“FASHIONS & FABRICS” FOR A 


Representative 


instance, giving full details of 


The Advertisement Director, 


‘“*FASHIONS & FABRICS’”’ 


Russell Street, 


Oats an advantage but 
Full particulars @f cxpericnce, et 
Box 2 eekly 180 Fleet St bcs 
A VACANCY occurs in the Production 
Department of a weil-known London 
Publishing House, for a young man 
assistant, age abou: 21-23, knowledge 
of process blocks, ordering and check- 
ing, sundry stationery, reliable at 
figures - particulars of age, 
experience and salary required to 
Box 30 Ad. Weekiy 180 Fleet St EBC4 
EXHIBITION AND DISPLAY COM- 
| PA offer profit sharing pro- 
aes to man having sound business 
connections with firms using Display 
Units; Silk Screen’ Printing, cic. 
treated in a egy to 
__ Box ckly 180 Fleet St EC4 
LAYOUT and ae Artist (Male or 
Female) required by North-West Lon- 
don Studio. Write stating age, experi- 
ence and salary required to 
Box 793 Ad. Weekly 180 Fleet St EC4 


not — 


COURTAULDS LIMITED require an 
alert = energctic boy who es 
. i: ‘ ‘ recently left school to assist in their 
Those with proved selling ability, | Public Relations Department. Hours 9 
am. to 5 p.m alternate Saturdays, 
two weeks annual holiday, excellent 
* " . luncheon arrangements Write giving 
particularly with the London age, details of education and interests 
to the Personne! Manager, 16 St. 
Martin’s-le-Grand London, a 
e - - — __ quoting the Ref. No. E.49. % 
Fashion Trade are invited to LADY REQUIRED {or saics promotion 
work in publisher's office. Knowledge 

: a - . of book trade helpful 
apply, in writing in the first Box 42 Ad. Weekly 180 Fleet St EC4 


JUNDOR ARTIST required by West End 
Agency for advertisement layout 
coughs, lettering, etc Opportunity for 
creative work and illustrating according 


to ability. Phone REGent 2600. 
PRODU CTION Foe | required | by 
; est n Agency oung cen, 
past experience to knowledge of blocks. type. ordering, 
records Able to do accurate layout 
adaptations Some typing an advan- 
tage progveanve salary. hone 
REGent 2600. 


ADVERTISING ASSISTANT required 
by an Executive in a leading Agency. 
Preference given to applicams with 
experience Production 
Department fst instance, 
giving full experience, 
and salary required 


tc 
London, Box 71 Ad. Weekly 180 Fleet St EC4 


Ww.C.2 


FIRST CLASS DISPLAY writer required. 
Should be conversant with type faces. 
Box 27 Ad. Weckly 180 Flee: St EC4 


*Phone your Classifieds 


Octoser 11, 1951 


APPOINTMENTS VACANT 


YOUNG LADY ARTIST 
Window Display 
be versatile 
Please phone 
7431 ext. 232 
S. H. BENSON LTD. arc seeking the 
services of a limited’ number of pro- 
duction men with some agency experi- 
ence as a foundation for further train- 
ing. Applications should give age and 
some indication of the salary required, 
and should include brief details of ex- 
rience to date. Write to Production 
rector, SH , Benson, Ltd., Kings- 


, We? 

LEADING FASHION STUDIO requires 
thoroughly experienced artist either sex 
(no beginners). Apply Dolphin Studio, 
10 Gt. Marlborough Street. wi. 

STUDIO. Commercial Art and ~ photo- 
graphy just starting, would welcome en- 
qQuiries from commercial artist and/or 
photographer with some accounts. An 
interest might be offered. Apply, first 


instance 
180 Fleet St BC4 


required for 
Department. Must 
Experience mot necessary. 
Mrs. Mann, GERrard 


Box 5S Ad. Weekly 181 
DISPLAY DESIGNER, good ail-round 


artist. Central London Top Union 
rates and bonus. Give fullest dejails 
please. to 


_Box_39 Ad. Weekly 180 Fleet St EC4 
ASSISTANT required in the Publicity De- 
partment of the Coal Utilisation "sim 
Council. Agency experience, must be 
200d organiser, capable of supervising 
recording systems and conducting corre- 
spondence. Commencing salary, £450 
Contributory pension scheme Write 
with full details of training and experi- 
ence, to Publicity Officer, Coal Utili- 
sation Joint Council. 3 Upper Belgrave 

Street. London, V1 
RETOUCHING ARTIST required by 
London Studio. Preference given to 
applicant experience! in technica! sub- 
jects. Good salary offered and $-day 
in first instance, stating 


weck Write 
age, experience and sa'ary required to 
Weekly 180 Fleet St EC4 


Box 819 Ad 


EXCEPTIONAL 
OPPORTUNITY 
for a 
FIRST-CLASS 
COPY WRITER 
EXECUTIVE 


An opportunity presents 
itself in a _ leading 
London _ Publishing 
House for a first-class 
‘ Copywriter Executive. 
He must be a man of 
resource with brilliant 
and workable ideas. 
All-round Creative and 
Administrative experi- 
ence essential. Good 
salary and prospects 
await the right appli- 
cant. Correspondence 
will be handled_in strict 
confidence. Apply jn 
writing, giving particu- 
lars of  experiénce 
qualifications, age and 
salary required to 
{Box 65 
Advertiser's Weekly, 180 Fleet St., E.C.4 


to CHA 8844 (Ex 23 


wh acu CIRCULATION REPRE- 


TIVES «able to handle extra 
monthly, are required for established 
Journal with large potential sale now 


undergoing further — Retainer 

plus commission ply 

Box 36 Ad feekly 80 Fleet St EC4 
PROGRESSIVE STUDIO in Ficet Street 

area require Retouching Line and 

Lettering Artists, Male or es 

Pay and prospects. S-day w rite 

Box 41 Ad. Weekly 180 Feet St EC4 
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Octoser 11, 1951 


APPOINTMENTS VACANT 


JOURNALIST 


fully-trained, and prefer- 
ably with some experience 
of motor trade Press, 
required to assist in pro- 
and 
prepara- 
matter, 


duction of export 
house organs, 
tion of news 
general publicity and 
public relations work. 
Age between 20 and 30 
years. Excellent oppor- 
tunity for live, energetic 
individual, willing to work 
hard and produce results. 
Pension scheme. 

Write, giving full details 
and present salary, to 


Personnel Manager, 
FERODO LIMITED, 
Chapel-en-le-F rith, 

via Stockport, Cheshire. 


FRODUCTION ASSISTANT for Pub- 
licity Department of engineers. Must 
have expericnce in handling enginecring 
publications, instruction books, spare 

lists, ¢€tc., ordering photograpns, 
State age. cxpcricnce and salary 


38 Ad. Weekly 180 Fiect St EBC4 
JUNIOR PRODUCIION ASSISTANT 
required for Print and Publications 
Department Able to produce simple 
1 keep schedules, and 
Ad. Weekly 180 Fleet St BC4 
BOOK PUBLISHER wants experienced 
z layout man to produce visuals 
folders, etc. Knowledge pro- 
essential Permanency with 
excellent prospects. Give {full particu- 
lars to 
__Box 53 Ad. Weekly 180 Fieet St BC4 
HIGH-CALIBRE CONFIDENTIAL 
SECRETARY required by director of 
well-known Ficet Sireet 
magazine and book | 
panies Job consists largely of impor- 
tam statistical work, but shorthand- 
typing is also needed. Exceptionally 
Mieresting Opening for young woman 
genuinely interested in Press and Adver 
using Particulars of age. experience 
and salary required, in strict confidence, 


0 
Box 70 Ad. Weekly 180 Fleet St EC4 


CLASSIFIED ADVERTISEMENTS 


AN ESTABLISHED EXPORT ACCOUNT EXECUTIVE, with gvod 
MONTHLY requires experienced space contacts and some evidence of ability 
salesman. Good bask salary, plus to secure and hold worth-while 
commission. fine opportunity tor man accounis, will find ample scope and 
able to work on Own initiative. Full prompt, cfficient backing with weil- 
details to established but still ~~ Northern 
Box 49 Ad. Weckly 150 Ficet St BC4 Replies be 

SALESMAN, a above average: 
gencrous paymen by results, 
average £2,000 per annum. Company 
of standing. Age, details. 

Box 35 Ad. Weekly 180 Fleet Si BC4 

SHURTHAND/TYfisT SECRETARY to 
Publisher, City office Full details to 


advertisement, 
Box 23 Ad. Weekly 180 Fleet St EC4 


ADV ‘ERTISING ASSISTANT (cither sex), 
required by Fiect Street book publish- 
Box 51 Ad. Weekly 180 Ficet St EC4 Se ee ee the +S 
ON ADVERTISEMENT DE- paration of advertisements, folders and 
PARI NT of weekly newspaper Press hand-outs. Organising ability and 
needs Suilding up This is a chance drive essential. Particulars of age, ex- 
for a4 Man with an appreciation of perence and approximate salary fe- 

classiied advertisements i. Needing quired to 
Box 69 Ad. Weekly 180 Flect St BC4 


pe for personal progr 
Box 52 Ad. Weckly 180. Fieet St_BC4 


ADVERTISER’S WEEKLY 


APPOINTMENTS WANTED 


S?ACE SALESMAN who really can sell, 
secks ————., sales records 


excellent referenc 
Box 72 Ad Weekly 180 Fleet St | BCS 


SECRETARY SHORTHAND / TYPIST 
Assistant; experienced agency work, 
used to handling detail; now specialis- 
ing outdoor publicity, seeks change. 
Box 61 Ad Weekly 180 180 Fleet St BC4 

SHORTHAND-1 YPISTS. — ‘Private Secre- 
taries, Clerks, etc. 


Excel House, W 

(Ww filtehall” s9 24). 

efficient personnel. 
CALLING ALL 

writer and 

with progressive firm. 

Box 799 Ad Weekly 180 Fleet | St EC EC4 


corYw RITER young lady oft British 
and American cxperience, od os 
fresh, imaginative copy, Ori 
Box 14 Ad. Weekly 180 Feet ‘st EC4 


We specialise 


. AGENCIES, Cop) uti 
ay man secks 


CLERICAL ASSISTANT 
leading advertising agency. 
in checking charges for process biocks, 
type-setiing and founary work as 
essemtial. S<day weck Write, stating 
age, expericme and saary required to 
Secretary, Gr ecnly’s Lid., 5 Chancery 
Lane, W.C.2. a 

ADVERTISING AGENCY requires an 
intelligent assistant in their printing 
section, with experience of print, blocks 
and preparation of csiimaics Ability 
to type essential, shorthand preferabic. 
Piease write Secretary, John Haddon & 
Co., Lid., 11 Salisbury Sqeecc,, London, 
B.C.4. 


BIRMINGHAM 
“WIRE PRODUCTION,” the new 
technical and statistical Journal of the 
world’s Wire industry, needs a first 
class representative in the Birmingham 
area. Full time or liberal free-lance 

sommission basis. ~ 
WHEATLAND JOURNALS L 
106 /0 Kiera Migh Ran Landon, Wwe 


INVOICE Typist meet by West 
End Advertising Agency. Five-day 
week. Apply b lener’ "so 193 
C.R.C., 29 Hertford Street, 


FIRST CLASS IDEAS-LAYOUT 
ARTIST with complete fanaa ex- 
Perience 27 by A.T.A as 
Limited, 141 New Bond Str W.1. 
Good progressive salary sanured” to the 
right man. Please telephone Grosvenor 
6744/5 for appointment. 


COMMERCIAL ARTIST requires 
long Kong (bachelor). Take charge 
Newspaper Art Department. Sound ex- 
perience Designing, Layouts, Half-tone, 
Line, Poster Work, Letter-heads, etc. 
Good prospects. Particulars trom John 
Paimer, Junr. & Co., Imperial House, 
Dominion Street, E.C.2 
ASSISTANT ADVERTISEMENT MANA- 
GER required for established monthly 
business journal Must be first class 
space salesman, preferably with some 
experience ~ the industrial advertising 


field Writ 
€ Weekly 


SENIOR SHORTHAND/TYPIST 
quired by manager of a number 
important National Periodicals. Good 
education and ability to act on own 

- initiative. Applicants, whose enquiries 

180 Fleet St BC4 will be weated in confidence, shou 


_ full particulars of experience, age 
FREE LANCES 


salary required. 
Box 37 Ad. Weekly 180 Fieet St BC4 
We would like to hear from 
Commercial Artists who can 


provide a quick postal service FREE LANCE SERVICES 


of finished work. POSTERS: Handpainted, any wording; 
Fashion, figure, shoes, general size; colours. Inexpensive. pt 


and special commercial subjects. delivery. 
In our studio we have a vacancy =—=> 
for another artist living within 
travelling distance. 

Grant’iams of Reading 

9-11 Valpy Street, Reading 


Box 6&8 Ad 


Ad. Weekly 180 Fleet St BC4 


EXPERIENCED 
COMMERCIAL ARTIST 
commencing full-time free lance 
connection desires additional contacts. 

25 years with 
Agencies and Studios. 
lettering, design, airbrush work. 


SHORTHAND TYPIST required for 
Media Depariment in West End Adver- 
using Agency Excellemt opportunity 
for young lady with some experience 

of Media Department = ~~ — pre- 


Box 46 
Advertiser's Weekly, 180 Fleet St., E.C.4 


paration of schedules. 


Bor so Ad. Weekly 180 Picet & BCs | GENERAL ARTIST requires free-lance 


work Greeting cards, 


COUNTY BOROUGH OF BLACKPOOL 


Hlustrations—iayour work. 

sO Secretarial experience. Anything 
interesting considered. 

Box 847 Ad. Weekly 180 Fleet St BC4 


LETTERING DESIGN for reproduction. 


Assistant (APT VI. 


for the Autumn Illuminations. 


the 22nd October, 195!. 


Appointment of 
DESIGN ASSISTANT 


(ARTISTIC) 


Applications are invited for the superannuable appointment of a Design 
£645 by £20-£25 to £710) in the Electrical Services 
Department to assist in the designing, planning and preparation of schemes 
The post is subject to special conditions as 
to office hours, particulars of which may be had on application. 

The Candidate should have had experience in the designing and con- 
struction of large scale displays, and in electric lighting technique and be 
capable of executing designs from rough visuals. 

Applications, giving particulars of age, present position, qualifications 
and experience, including the names and addresses of two referees, together : 
with a small selection of specimens of the applicant's original work, to be aids 
forwarded to the Illuminations and Public Street Lighting Officer, Electrical 
Services Department, Rigby Road East, Blackpool, to reach him on or before Box 4 


E. Rose, 33 ime Gerdens, Lon- 
don, S.W.13. RIV 2 


RADIO, ELECTRONIC CIRCUITS, dia- 
grams and pa drawing under- 
taken. Quick servic 
Box 63 Ad. Weekly, ‘180 Fleet St EC4 


LETTERING AND GENERAL ARTIST 
requires part-time permanency, 3 or 4 
days per wee 
Box 64 Ad. Weekly 180 Fieet St EC4 


APPOINTMENTS WANTED 


MEMBER OF CREATIVE TEAM of 
large Manufacturing company seexs new 
position preferably as advertising man- 
ager’s assistant. Experienced lettering. 
layouts, typography, display ’ 

= retouching- 

Appointment 
~ Overseas considered. 
Ad. Weekly 180 Ficet St BC4 


Young lady (24). 
enthusiastic, secking interesting pro- 
gressive post. Experienced Persona! 
Secretary, Copywriter and Ad. Depart- 
ment routine 


Provinces 


INTERESTED? 
TREVOR T. JONES, 
Town Clerk. 


’Phone your Classifieds 


Box 33 ‘Ad. Weekly 180 Fleet St BC4 


ADVERTISING EXPERT 
with substantial turnover would like 
to meet Recognised Agency with view 
to amalgamation. Replies will be 

treated with all confidence. 
Box 67 
Advertiser's Weekly, 180 Fleet St., E.C.4 


LAYOUT ARTIST available, with let 
ing, finshed work and airbrush ability. 
__ Box 58 Ad Weekly 180 Fleet St BC4 


YOUNG MAN, ex-R.N. and Pursers 
Assistant passenger liners, seeks any 
progressive opening in advertising. Cap- 

ce accountant and experience of 


2 Ad. Weekly 180 Fleet St BC4 


STUDIO MANAGER (Photography), 
at presemt managing large London 
studio handling commevcial, fashion, 
advertising photography of the 
standard will be picased to 

first class vacancy for Man- 

ager or senior executive. Considerable 
Organising and administrative ability 
coupled wits highest protessional 

qQualificavions 


Bo 
Advertiser's Weakly, 180 Fleet St., E.C4 


LAYOUT/LETTERING — agency, 
studio experience, seeks 
_Box 60 Ad, Weekly 180 TFieet St_EC4 
ADVERTISE ‘G MANAGER secks new 
position immediately 26 years experi- 
ence in all branches. Present company 
having moved. London and area pre- 
ferre 
Box 32 Ad. Weekly 180 Fleet St EBC4 


OUTDOOR ADVERTISING 


Responsible situation sought with top- 

class agemy as Outside representative 

and inspector by fuly experienced 

young man. Lancashire and/or Mid- 
lands area preferred 


Advertiser's Weekly, 180 Fleet St., E.C.4 


OUNG MAN expcricnced in General 
Publicity, good sense in typography 
layout, copy and production, requires a 
position as assistant in Pubjicity part 
ro and to Public Relations Officer. 


eed 22 
Box s9 Ad. Weekly 180 Fleet St BC4 


CREATIVE 
EXECUTIVE 


aesires new appointment 
with a medium-sized Agency. 
He is considered to be out- 
standing in his creative ability. 
He is a man of lively, sound 
selling ideas European 

appointment considered, 

Box 66 

Advertiser's Weekly, 180 Fleet St., E.C.4 


(Continued on page 115) 


to CHA 8844 (Ex 23) 
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ADVERTISER'S WEEKLY 


Advertiser's 


Weekly 


iT IS POSSIBLE for your advertising film to be in a thousand or more cinemas each 
week if you use the Younger Network. Younger Budget Films and Filmlets are seen by 
around 5 million people every week in comfortable, well-attended cinemas throughout the 
country, particularly in the heavily populated areas where today’s highest wages are being 
earned — and spent. 


IT IS POSSIBLE to select your audiences nationally, regionally or locally. On the 
average 64% of Younger audiences are under 35 years of age, and of these 40% are women, 
nearly half of whom are married. It costs as little as 2/Od. per thousand actual viewers on 
the Younger Network. 


IT IS POSSIBLE for you to be sure of the appearance of your advertisement on the 
date booked—that is guaranteed and continuity is thus assured. Find out all about Younger 
Budget Films and Filmlets. (a) Ask for our brochure, (b) Ask for a demonstration (no 
obligation, of course). DANIEL F. WARNOCK - DIRECTOR OF NATIONAL SALES 


28 ALBEMARLE STREET> LONDON WI: REGENT 6593 


Tuurspay, OcToser 11, 1951 


52/6 a year 
Post free 


55/- (overseas) 


- |§TOP PRESS 


NEW CHAIRMAN 


WINNING WINDOWS 


Wii mers in shop window class of 
National Display Awards competi- 


BUSINESS 180, Fleet S E.C.4. (Phone : Chancery 8844.) 
Published by the Proprietors, PUBLICATIONS, Led., ot aly offs os 16 +t Tet = Fy semen ( 


October I1, 1951. Printed in England by Staples Printers Limited at their 
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~ When Club Development Com- : 
; ° 4 mittee met at Southsea, retiring : 
a ' chairman, Comander Alan Robert- a 
} lacegfauonce = ssee fe 
i : e7 ver case a “i 
FE ; te cuff links specially engraved with i 
‘ : oi two crests of Robertson-Macdonald % 
; sf. family. ? 
Vice-chairman W. H. Hamp i 
Hamilton nominated chairman; W. ; 
Balch elected vice-chairman. Nor- . 
man way yy national 
OPT rr ee as as. ee TS ‘ MF Se EM, . > at ’ organiser or ational Public 5 
Cartes Bo pics yee) Bie - Danae a ae ee et | Speaking Competition. Z 
Z ) ae. ae) Ree : ; 5 Modiacati te. to ‘i 
"a Bares ies oe 2 ee ; . % be == | tion rules. To avoid three-cornered 
: ai i ies co? ae am ek: Ae SS ane Gee oe - | contests, where odd number of E 
Ei ) # te Ron T zt 23 2k within an area, bye may be drawn * 
| a ~ ue” ice é. © | in consultation with area and : 
i* i : ei ; <4 wa | Bake Pe Clubs in’ Midlands and South . 
ie ‘ are : ‘ 7 ie = ; 5 5 4 asked to nominate +--+ - ; 
* y : * , é Final sppolatments made : 
[3 ” ‘ ji 4 } - by national organiser and the chair- : 
4 ' . . PS elites pet aS man. 9 
i * . a 2 <: ee nr - = An outline plan for advertising 3 
ie a ‘ _— = ea : i Bye rx, : cataing and odecation is soon to : 
- ——" tt f° an a |llad | | {Shim tee of the Advertising Association. ; 
tion sponsored by “Display Design : 
& Presentation” were (1) Liberty & “ 
\ Co., Ltd. (display R. Gentry); ; 
a S xe eS BEB 
ait ord); (3) Owen en ( 4 
Ltd. ‘= manager, D. : 
5 Woods). of leading depart- 
‘ mental stores in British Isles were 
a ql represented in 250 entries. 
Times” pamphlet on 
; “Unity in industry A oS © 
J Viscount Kemsley contains series of 
articles by — of ~ ; 
managements, unions 
4 lif. printed from recent 
d —y of, the “Sunday Times.” 
4 Bulk orders received from political, 
economic, industrial and big busi- 
; Tescan Ltd. of lamb- 
a. —————____ff ; 3 ~~ = the month consumer 
a ertising seasonal cam 
‘ —<————SST——F] an | Ss cuaenie, rargane a 
Ey} | some newspapers. Trade adv 
: ; 3: continues ' 
, SERVICE LTD (ay | Seeron, cose adace 
% ———————————,, | 
oe: 4 3) | Society won annual ye 
i with Association of Golf Club 
4 Secretaries, at Royal Mid-Surrey by 
; | a | 74 to 4. 


